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IMRODUCnON 
Historically heme eccmcmists have viewed the field of home economics 
as a personal service profession (Gentzler, 1986). It is well known that 
the major goal of home economics is to improve the quality of life. In 
order to cope with the future, people will need skills that allow them to 
adapt to a changing world (Hargrove, 1988). Given this need. Bailey and 
Firebaugh (1986) stated that home economics is a future-oriented 
profession with a major focus on family well-being, growth and development 
of family members, and the reciprocal relationships between families and 
their environment. Home economics programs have been developed that 
respond to changing societal needs. Although there seems to be general 
support for vocational home economics programs, as found by Burnett, 
Harrison, and Miller (1986), the general trend continues to be one of 
declining enrollment in secondary prograns. 
Ihe image of home economics is not always perceived accurately the 
general public. Johnson, Holcombe, Kean, Woodward, OVeeten and Hafer 
(1987) found the image of hone economics as "cooking and sewing" was very 
much present in their sample. In a stu^  by Robinson (1987) professional 
school personnel also perceived home economics as teaching cooking skills. 
In Robinson's (1987) study, home economics also was perceived to be a 
woman's field. Die image problem in home economics has been elusive for 
many years. Burnett et al. (1986) believed there was a need to improve 
communicative linkages between teachers and administrators so they would 
2 
have a more accurate view of heme economics. %e need to develop home 
economics marketing strategies has been documented by many (Yankelovich, 
1974, Torrie, 1988; Robinson, 1987; and Johnson, 1987b). It has been 
established that the students are influenced not only by their peers but 
also by parents, teachers, guidance counselors, administrators, and 
professionals in various fields (Wendland, 1987; Torrie & Wendland, 1988; 
Santer, Seidl, & Karbon, 1980; Johnson, 1987a), so marketing home 
economics program strengths to all of these groups seems inperative. 
Utie need for marketing home economics programs has been documented, 
but a new focus has caused even greater concerns for vocational education 
programs in general, that being the increased erophasis on academics. 
Reports such as A Nation at Risk (National Commission on Excellence in 
Education, 1983), the Conmittee for Economic Development (1985) Investing 
in Our Children rqwrt and the Holmes Report (Holmes Group, Inc., 1986) 
have greatly influenced the danand for academic subjects, specifically 
increases in English, math, and the sciences. %is has affected the 
ability of students to enroll in electives such as home economics. 
Frantz, Strickland, and Elson (1986) reported that 42 of the 50 states 
that were in his study documented decreased enrollments in vocational 
programs. This stu(^  (Frantz et al., 1986) found that 45 vocational 
directors from the 50 states and 6 territories reported increased 
graduation requirements but only 15 cited vocational education as being 
required for graduation. 
Marketing home economics has been considered one effective method of 
giving the genereU. public a more realistic view of current vocational home 
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economics programs. If home economics were to be viewed as the product in 
a marketing effort then according to Murphy and Bnis (1986) the benefits 
of the product must be greater than the price paid by the consumer, e.g., 
taking home economics instead of another elective. In the area of 
marketing Bloch and RLchins (1983) have developed a theoretical model for 
the stuc^  of product inportance perceptions. %is model examines the 
framework of product importance vAiich is formed in three parts: sources 
(i.e., consumer, product, and situation), importance (i.e., vAiether 
enduring or instrumental), and response (i.e., ongoing or task-related). 
The model identifies the concept of product importance as a clarifying and 
unifying approach for examining related concepts in marketing literature 
(Bloch & Richins, 1983). 
Ihe purpose of the present research was to study the relationships 
amcmg components in the theoretical model as they apply to the marketing 
of home economics programs to high school students. In examining the 
concepts presented in the model, the aspects of the present image of heme 
economics, increased graduation requirements, influence of others in the 
decision-making process, and future plans enter into the consideration 
before enrollment occurs. Data were collected from three groups: 
students, parents of the stud&nts surveyed, and guidance counselors from 
the schools in which the students were enrolled. 
The research was based on two major objectives. Ohe first objective 
examined image and perceptions of home economics program contait. %e 
second objective tested the applicability of a theoretical model in 
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stuping the importance of image perceptions on students' decisions to 
enroll, in home economics. 
Definitions 
Consumer — Hhe secondary student. 
Consumer influences — People, print, and nonprint media with significant 
impact on the decision-making process in determining "bi:ying'' behavior. 
Examples in the present stu(^  would be parents, guidance counselors, and 
peers as well as the curriculum itself. 
Ehduring importance — A long-term, cross-situational perception of 
product importance based on the strength of the product's relationship to 
central needs and values (Bloch & Richins, 1983, p. 72). 
Instrumental importance — A temporary perception of product importance 
based on the consumer's desire to obtain particular extrinsic goals that 
may derive from the purchase and/or usage of the product (Bloch & Richins, 
1983, p. 72). 
Marketing — %e process of planning and executing the conception, 
pricing, promotion, and distribution of ideas, goods, and services to 
create exchanges that satisfy individual and organizational objectives 
(American Marketing Association, 1985; Murphy & Enis, 1986). 
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Marketing strategy — The set of organizational activities that determines 
the benefits which will satisfy the consumer in a given situation and 
offer the product which provides those benefits (Murphy & Ekiis, 1986). 
Perceived product importance — The extent to vAiich a consuner links a 
product to salient enduring or situation-specific goals (Bloch & Richins, 
1983, p. 71). 
Product — The home economics programs in the secondary school setting. 
Ongoing responses — The result of enduring importance. This is 
characterized by high product interest for the products cwn sake but not 
needing a task-related response. 
Risk — The amount at stake in a purchase and the consumer's subjective 
feelings of certainty about the favorableness of purchase consequences 
(Bloch & Richins, 1983, p. 70). 
Situation — The point in the student's education in which courses are 
selected. Selection will be determined on the basis of perceived need and 
importance for later life activities. 
Task-related — The purchase of an item or in this study enrolling in home 
economics courses. This is a result of goals related to the product 
(Bloch & Richins, 1983, p. 76). 
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Agaunpticnfi 
1. The high school students surveyed are r^ resentative of the population 
of students in Icwa high schools. 
2. %e questions and word-pairs selected adequately r^ resent the 
concepts in the theoretical model as it is ^ i^ed to marketing hone 
economics programs. 
Limitation 
The results are limited to high school students in Iowa and may not be 
generalized to all high school students in other geographical areas. 
E}q>lanation of the Alternate Format 
This dissertation is presented in the alternate dissertation format 
a^ xroved by the Graduate College at Iowa State University. The alternate 
dissertation format allows for the inclusion of papers that have been or 
will be submitted to refereed scholarly journals for possible publication. 
1Vk> papers are included in this dissertation. The first manuscript 
will examine differences of enrolled students and nonenrolled students, 
and their parents' and guidance counselors' perceptions of heme economics 
content areas, dbis manuscript will be submitted to the .Tournai of 
Vocational Home Economics EduraHnn. The second manuscript will deal with 
relationships between studeits' perceptions of heme economics content, 
perceived risks of enrolling in a home economics program, and future 
plans. %is manuscript will be submitted to the Heme Economics Research 
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.Tournai. The authocship foc these two manuscripts will be shared with Dr. 
Margaret Torrie and Dr. Jerelyn B. SdiultZr co-major professors of the 
doctoral candidate. 
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REVIEW OF LIOERAOURE 
Several factors need to be considered when examining enrollment 
patterns in home economics. First, the current image of home economics 
needs to be studied to determine hew closely it corresponds with the 
organization's goals and mission. Secondly, the influence of increased 
high school graduation requirements and college entrance requirements on 
home economics enrollment should be determined. Along with this second 
concern, an emphasis on academics has also been noted by several 
educational reports. Finally, the impact of parents, peers, and guidance 
counselors, as influencers on the student decision-making process and 
hence, enrollment in home economics is studied. Ihese concerns are 
examined and then applied to marketing home economics with a focus on 
enrollment patterns. 
Home economists have viewed the field of home economics as a personal 
service profession (Gentzler, 1986). It is well known since the major 
goal of home economics is to improve the quality of life. In order to 
cope with the future, people will need skills that allow them to adapt to 
a changing world (Hargrove, 1988). Bailey and Firebaugh (1986) stated 
that home economics is a future-oriented profession with a major focus on 
family well-being, growth and development of family menters, and the 
reciprocal relationships between families and their environment (p. 3). 
Bailey and Firebaugh believe home economists are dedicated to the problems 
that directly or indirectly confrmt families and need to create 
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programs that are responsive to the impact of social policies and business 
and industry practices on the family. 
Home econonics programs have been developed that respond to changing 
societal needs. When responding to an attitudinal survey, 97.5% of the 
graduates of a Canadian college placed first "Home econonics deals with 
inportant societal issues". These graduates also strongly agreed that 
hone economics helps all family members (Smith & OXtrnbullr 1988). Dopkin 
(1985) supported this viewpoint and also stated, 
"In the early part of our home economics history, 
family units provided for most of the members' needs. 
Today's families no longer provide services to the same 
exteit so many of these functions have been taken over 
by society. Home economics programs address these 
needs. Ihese classes provick students with consumer 
skills, preparation for adult roles, and coping skills 
for their current roles as family members" (p. 24). 
Image of Home Economics 
%ere has been great concern ky professionals in the field of home 
economics that the perceptions of society toward home economics do not 
represent an accurate picture. In a stu<^  by Yankelovich (1974) 7 out of 
10 respondents said: 
"Ike hone economist's major function and real role in 
society is relatively unknown (p. 14). 
There is no more certain barrier to the creation and maintenance of a 
distinct and pervasive identity than lack of knowledge, especially at the 
70 per cent level. The mission of home economics, however, is clear as 
defined by Brown and Paolucci (1978): 
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"The mission of heme economics is to enable families, 
both as individual units and generally as a social 
institution, to build and maintain ^ sterns of action 
vAich lead (1) to maturing in individual self-formation 
and (2) to enlic^ taied, cooperative participation in 
the critique and formation of goals and means for 
accoirpanying them" (p. 47). 
Thirteen years after the Yankelovich stu^ r however, questions still 
remained about the image of home economics. Johnson, HOlcombe, Kean, 
Woodward, IWeetai, and Hafer (1987) provided evidence that the image of 
home economics as "cooking and/or sewing" was still alive and well in the 
1980s. As a result the researchers supported a continued need for public 
relations because home economics was still being viewed in a very 
traditional way. Th^  believed the general public was not aware of the 
many roles that home eccmomists have. 
In a stu(^  Robinson (1987), professional school personnel also 
perceived home eccxiomics as the teaching of cooking skills. The students, 
parents, and professional school personnel in this study generally 
perceived home economics to be a woman's field that teaches individuals 
how to cook. Parents in Robinson's stud^  (1987) did hold the view, 
however, that home eoxiomics also taught managment skills. Again, as in 
previous studies, the need for a public relations program to interpret 
home economics at all levels was recommended. Robinson supported the use 
of marketing strategies to interpret home economics programs to potential 
studeits, parents, and decision makers such as principals, counselors, and 
policy makers with emgAasis placed on improving and interpreting the image 
of home economics to others. Additional research was suggested to 
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determine the sources of attitudes toward and misconceptions about home 
economics. Robinson (1987) also stated that home econcmics teachers 
should become well versed in the goals and purposes of their discipline so 
that they can serve as education spokespersons for the home economics 
field. 
A Study by Burnett, Harrison, and Miller (1986) concurred with this, 
stating that there was a need to inprove communicative linkages among 
teachers and adninistrators to transmit needs, priorities, curriculum 
strategies, and general information regarding local programs. It was 
considered critical that home economics keep information up-to-date and 
relevant to students' needs. Johnson (1987b) recommended the utilization 
of effective recruitment strategies for undergraduate home econcmics 
programs as essentied for the survival of undergraduate programs in the 
field of home econcmics. Moore (1988) believed that to have a successful 
external public relations effort you first must look inside the 
organization. Until the benefits of the program are internalized the 
efforts to market the program externally will not be fulfilled. 
High School Graduation Requirements 
The historical overview of graduation requirements shows that 
requirements for graduation from high sdiool have developed over time to 
serve the needs and purposes in schools and society (Copa & Johnson, 
1988). Serow (1986) states that functional sociologists believe the needs 
of society determine the performance standards for education that then 
establish vAiat is to be taught. In the 1800s most occupational skills 
were acquired through apprenticeships while liberal arts subject matter 
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was the primary curriculum utilized and was predominately for the elite. 
As more and more elite and middle class families began to send their young 
to be educated the credit or unit system came about as a way to 
standardize hi^  school diploma standards so colleges could determine 
progress made by the pupil before admitting them for further study (Serow, 
1986). Graduation requirements dianged and by 1920 a third of all credits 
earned were outside the academic areas. During the period of the 1920s to 
1950s vocational educatim had a dramatic increase in enrollmaits (Serow, 
1986). Educational programs in the schools became less structured in the 
1960s and 1970s and studaits had more options and could create 
individualized programs of study. In the 1980s much of this freedom was 
taken away as tighter structures allowed students less freedom in choosing 
electives because of increased graduation requirements. 
Recently, Fcantz et al. (1986) r^ rted that 42 of the 50 states had 
documented decreased enrollments in vocational programs. More 
specifically, in heme economics, decreased enrollments were found in 22 of 
the 50 states (Love, 1986). Concern that students will not be offered 
vocational programs due to cutbacks is great. This stu(^  found that of 
the vocational directors in the 50 states and 6 territories, 45 reported 
increased graduation requiranents and 8 reported no diange. Fifteen cited 
that vocational education was required for graduation and 38 had indicated 
that there was no vocational education requirement in their states. 
Seventeen of the states in this stu^  vAio r^ rted increased graduation 
requirements, also r^ rted a drop in vocational education enrollment. 
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Ihe one common aspect that appears to have affected the declining 
enrollments within vocational {«rograms has been the increase in 
graduation requirements, vAiich has resulted in fewer elective choices 
(including vocationeU. education courses) for students. Copa and Johnson 
(1988) sought to es^ lain the relationship of vocational education and high 
school education requirements. fDieir study examined ways vocational 
education courses have been implemented in several schools to meet 
graduation requiranaits. Copa and Johnson cited the most frequent reason 
for using vocational education to meet graduation requirements as a 
guarantee that the school is meeting students' real needs. A counselor in 
their stu^  stated that vocational education allowed students to get what 
they need. By increasing the "basics", school adninistrators may be 
overlooking skills that are more basic to improving the quality of life 
such as those learned in home economics. Using vocational education 
courses to meet graduation requirements provides more flexible programs 
for all students but especially for students with special needs (Copa & 
Johnson, 1988). Several functions for a vocational education program 
v^ ich contribute to graduation requirements include: 
1) meets needs of a diverse group of students, 
2} enhances the learning of basic skills, 
3) reduces drop-out rates, 
4) provides alternatives for students with very special 
learning needs, 
5) gives increased choices or options for all students. 
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6) preserves a role for vocational education in the 
curriculum, and 
7) looks to the future needs of all students for a 
sound education. 
(Copa & Johnson, 1988, p. 124) 
As a result of the study on "High School Graduation Requirements and 
Enrollment Patterns in High School Vocational Education Programs in the 
united States, " Frantz et al. (198g) recommended that state and local 
adninistrators of vocationed education be responsive to enrollmait 
declines and use initiatives and strategies to provide opportunities for 
students to enroll in vocational education courses. Johnson (1987b) 
pointed out that prospective students, through a variety of recruitment 
strategies, can be made amre of the contributions home economics can make 
and how they can be a part of this dynamic field. Yankelovich (1974) upon 
completing the AHEA stuc^ , recommended the developmait of a public 
relations program with a clear and consistent focus on what home economics 
is and the common skills of all home economists. 
National Reports Supporting Academics 
Reports such as A Nation at Risk (National Commission on Excellence in 
Education, 1983), the HOlmes R^ x>rt (Holmes Group Inc., 1986) and the 
Carnegie Task Force (1983) report on Academic Preparation for College have 
greatly influenced the demand for academic courses with specific 
recomnendations for increases in English, math, and the sciences. Both 
math and English requiremaits have been increased in most schools as 
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secondary education attempts to better pr^ re students to enter college. 
These increased requiremoits affect the ability of students to enroll in 
elective courses such as home econanics because the opportunity to take 
electives decreases. Hie Carnegie Task Force (1983) expanded the previous 
reports' suggestions for high school preparation to include: four years 
of English, three years of mathematics, three years of science, three 
years of social studies, a half year of computer science and for those 
going to college two years of foreign language (p. 24). Academic courses 
should not be in competition with vocational education, however, as was 
pointed out in investing in Our Children (Committee for Economic 
Development, 1985). Individu2d programs have been successful in 
integrating the basics with vocational education but this is the exception 
rather than the norm. 
Ohe 1980s reform movement in education focused on inproving the 
overall performance of all students by increasing graduation requirements 
in acadanic areas and raising the minimum standards for graduation (Lotto 
& Murpdy, 1987). Lotto and MuriAy (1987) believed that nonacademic 
courses were being carefully examined and were in jeopardy of being 
defined out of the high school curriculum. Opponaits of vocational 
education, however, a^ iear to believe that high school students need to 
focus on the basics in order to develop a good solid foundation before 
beginning occupational proration (National Academy of Sciences, 1984). 
The Commission on Work, Family, and Citizenship (William T. Grant 
Foundation, 1988) also suggested strcmg instruction in core subjects but 
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did not support the concept of high schools teaching only academic skills. 
The conmission stated that all vocational education students should take 
general education courses and use vocational education courses to enhance 
their learning of basic skills and to develop problem-solving skills. 
These opposing views led to further examination of academic and 
vocational curricula. Studaits vAio were taking these courses often were 
in jeopard of being "tracked" or locked into either a vocational program 
or an academic program without the option of taking coursework from bothy 
due to scheduling or sequencing of courses. Goodlad (1984) believed that 
initial placement in an academic or vocational track often led to limited 
educational experiences because of the difficulty or inpossibility of 
moving between the two areas. Goodlad (1984) also believed that students 
may go so far as to acquire friends with less interest or more interest in 
academics and thus limit their future educational experiences as a result 
of their peer group. Lotto and Mur^ Aiy (1987) stated that tracking limits 
the likelihood that vocationally tracked students will have the 
(^ iportunity to be exposed to and attracted to educational programs that 
promote hi^ ier aspirations and this may actually create strong pressure 
not to seek more rigorous programs. Lotto and Murphy (1987) believed that 
vocational education courses must be expended to: 1) attract academic 
students, and 2) complement the academic program with "a content which 
focuses on the plication of knowledge to real-world ei^ riences and 
problens." Dr. Carole Vickers (1986) addressed this issue at an annual 
American Heme Economics Association meeting and in a later article in the 
.iniirnai of Home Eeonfmica by stressing that home economics knowledge 
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contributes to the well-being of individuals and families, and apart from 
home eocmcmics there is no other subject area that addresses the needs of 
these groups. 
Cyreifurth (1985) views vocational education as subject matter that 
shows concern for all students—not just those who are gifted, or have 
limited ability, or are average—but all students. What vocational 
education does best, pyrenfurth (1985) believes, is to help students meet 
awareness, exploratory, preparatory, plaçaient, remedial, and retraining 
needs related to the world of work and goes beyond just occupation 
specific skills (p. 46). Barlcw (1986) takes this idea further by stating 
that the goal of hi^  school education as a v^ ole is to fulfill an 
obligation to: help young people to attain a balanced social and 
emotional adjustment; learn to excess their ideas; become responsible 
citizens; learn to protect their health; participate in family affairs; 
direct their personal and social conduct; and choose a vocation (p. 15). 
Darcy (1979) stated that there has been agreement that one of the goals of 
vocational education is to prepare students to enter into erplqyment and 
remain enployed, but disagreement still exists on t^ t the curricular mix 
should be to accomplish this goal. Goodlad (1983) stated that education 
must include vocational education for all students and should center 
around a broad exposure to careers and work. He believed that studmts 
can obtain such exposure through vocational student organizations and 
cooperative education. This gives students opportunities to assume 
leadership positions, and the benefits of this type of education far 
outweigh the possible academic costs according to Goodlad. Stone (1988) 
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believed vocational education contributes to career aspirations and 
academic achievement in hi^  school. 
When the general public was polled in a National Gallup Poll cited in 
The cnfini^ ed Agenda (National Commission on Secondary Vocational 
Education, 1984, p. 8), 83% responded that vocational education should be 
required for those not going to college and 37% thought seme vocational 
education should be required for everyone. The tihfinirfied Agenda also 
stated that secondary vocational education courses should provide 
instruction and practice in the basic skills of reading, writing, 
arithmetic, speaking, listening, and problem solving and also provide 
opportunity for academic excellence (The National Commission on Secondary 
Vocational Education, 1984, p. 25} « %is e^ >proach would result in the use 
of vocational offerings to fulfill graduation requirements and would serve 
the needs of the students as well as provide opportunities to ag^ ly the 
basics in more realistic day-to-day situations. 
A recent study. The Forffot-fpn Half (William T. Grant Foundation 
Commission on Work, Family and Citizenship 1988), stated that educators 
have become so preoccupied with those who do go to collège that they have 
ignored those vAio do not (p. 3), hence, the name "forgotten half." It is 
those students who are not college-bound who are often viewed as 
inadequately prepared for the requirements of society and employment. Ohe 
idea that the primary purpose of a secondary school is to prepare students 
for entry into college is incorrect. Instead the Grant Foundation 
suggests that four strategies should be implemented to help all youth. 
IWo of these strategies include: 1) extending and iirfsoving current 
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employment opportunities for more noncollege-bound youth, and 2) creating 
more equitable education and training for these young people. In Iowa tiie 
current state law and administrative rules require each school district to 
offer a minimum curriculum of 27 units to include: four units in Ehglish, 
two units in foreign language, five units in math, five units in 
vocational/occupational education, four units in science, and four units 
in social studies. Health, driver's education, the fine arts, and 
physical education also must be offered (Iowa Association of School 
Boards, 1987; SF 2278 School Code of Icwa). 
Though it is stated in strategies for Exceiicnop (Iowa Association of 
School Boards, 1987) that students at the secondary level should have 
access to an educational program that is suited to pursuits following 
graduation, this is not uniformly implemented because of the diverse needs 
of the students. When stu(^ ing the future plans of high school students 
in Iowa, a 1984 followMip of high school graduates found that only 37% 
enrolled in a 4-year college program, 26% went on for other postsecondary 
training, and 40% found eirplcyment or engaged in another activity 
following graduation (Iowa Association of School Boards, 1987). In a 
similar study, the Icwa Department of Public Instruction (1983) found that 
after graduation 15% enrolled in vocational education, 30% completed a 
college degree, and 65% were in need of some vocational education/training 
at the high school level because they did not pursue postsecondary 
education. %us it becomes clear that students entering the labor market 
should have access to an educational program which prepares them for the 
work experience (Icwa Association of School Boards, 1987). 
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Spltze (1983) cited several problems vocational home economics faces 
at the secondary level: declining enrollments, decreasing budgets, 
instructor cutbacks, and lack of respect and credibility. Even though 
superior home economics programs can apply academic subjects by 
incorporating opportunities in math, science, and communication skills to 
everyday examples explored in the classroom, (Gibbs and Nbod, 1986), lana 
(1984) stated that greater effort needs to be made to alert parents, 
school personnel, and policy makers that heme economics programs support 
academics. Part of the lack of respect that is missing for home economics 
programs may be because home economics is not seen as an academic course 
vAiich is relevant for today's students and is capable of incorporating the 
basics and teaching critical thinking skills to students (lana, 1984). 
Although there seems to be general support for vocational home 
economics programs, as found by Burnett, Harrison, and Miller (1986), the 
general trend continues to be one of declining enrollment. Thomas and 
Arcus (1988) found that when progressive principles have been the priority 
in education, home economics has e^ qianded; vAiei the goal of education was 
more intellectual, home economics programs have been reduced. The "push 
for excellence" has outlined increasing the requirements for math, 
science, and English. Aâd to this a foreign language requirement for 
those students considering college as an option and few electives, if any, 
are left for students. Interested students may not be enrolling in 
vocational education programs because of increased academic requirements 
necessary to graduate (Goldberg, 1987). 
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ïhe Iowa Home Economics Association (IHEA) (Moore, 1989) created a 
task force as a result of the enrollment declines faced in that state. 
Ihe enrollment declined by 3,000 students in the year 1987-1988 and a 
downsizing of the home economics programs was a general trend during this 
time period. The task force's goal was to determine vAiat was needed to 
stop the trend and reinstate the home economics profession as a necessary 
part of every student's education. Teachers surveyed by the IHEA task 
force believed that home economics programs should stress "skills for 
life" (91%) and that home economics courses should meet college admission 
requirements in the areas of social studies, math, or science (77%). Many 
home economics teachers %Aio responded to the IHEA survey believed 
enrollment was restricted by scheduling problems (83%), college 
requirements (78%), graduation requirements (52%), lack of parental and 
student understanding of program content (42%), and lack of administrative 
support (45%). 
Influencers on the Student Decision-making Process 
Veres and Carmichael (1981) noted that parents are the most important 
source of influence on their children's career decision-making process. 
A study by Nichols, Kënnedy and Schuirm (1983) found that the prior 
experience and feelings of competmcy in a subject area by the mother 
could be used to predict the amount of home economics the mother would 
want for her child in that same area. Role models also were found to be 
particularly important in influencing nontraditional students (Veres & 
Carmichael, 1981). Parents were viewed as very influential in the 
students' determination of career choice (Johnson, 1987a; Vaines & Arcus, 
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1987; Wall, Holt y Harrism, & Kotrlik, 1987; Michigan State Department of 
Education, 1978)« There was not agreement, however, on the rank of 
influence by others such as guidance counselors, peers, teachers, and role 
models on students' career choices. Johnson (1987a) stated that for 
students who choose careers in home economics education, the home 
economics teacher is the most influential. Wendland's (1987) findings 
showed that teachers were more influential than peers, guidance 
counselors, and principals. Others found peers to be more influential 
than teachers or counselors although teachers were scored above counselors 
by most young people (Vaines & Arcus, 1987; W^ l et al., 1987; Michigan 
State Department of Education, 1978). 
In a study by Stenberg (1989) superintendents, secondary principals, 
and guidance counselors viewed home economics as teaching students 
nutrition, the preparation and purchasing of nutritious foods, child 
development, responsible parenting and approaches for building healthy 
families. Diese groups did not believe that home economics was teaching 
topics such as global food supply, financial services, future housing 
needs, sexual responsibilty, or the coordination of work and family roles. 
Because these groups of academic professionals can directly control the 
offerings or scheduling of courses in home economics, they are influential 
in \Aat the student elects to take during high school. It becomes 
apparent that administrators and counselors need to be knowledgable about 
the goals and objectives in home economics programs in their schools. 
Although docunented as not being as influential as others such as peers 
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and parents, in student career choice, counselors do have an impact on 
studait scheduling and placement in high school classes (Stenberg, 1989). 
Marketing Hcxne Econonnics 
ïhe need to develop home economics marketing strategies in Iowa has 
been docunented. A number one ranking was assigned to marketing home 
ecmomics by the Curriculum Cadre for Quality Vocational Home Economics 
Programs (1988). Ohe program of work goals established by the Iowa 
Vocational Home Economics Patterns for Progress organization cited the 
need for marketing (Goal VII, DE Newsletter. 1988) as did the Iowa 
Department of Education in the request for the proposal, "Marketing Home 
Economics Programs." Results from those who have implemented recruitment 
strategies have shown positive impacts on program grcwth and image 
(Torrie, 1988). 
Assessing the current situation is the first step in developing the 
marketing plan. Lytton and Carsky (1987) believed the mission of an 
organization provides tkie framework for the marketing strategy. Itie 
second step is to determine the target market(s) on which the organization 
will focus. In the case of home economics, the primary target would be 
the students. %ose who influence the students' career choice and iirpact 
the high school coursework would be another target group. Vocational 
educators have the opportunity to assist students, both male and female, 
to ccirprdiend the need for skill development and job preparation for all 
people regardless of their sex (Kitchens & %omas, 1979). This would help 
students overcome limitations created by traditional societal mores \^ en 
considering possible vocational alternatives. Goggans (1980) stated that 
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when recruiting students for nontraditional vocational careers several 
considerations should be taken into account. These include helping all 
students recognize that th^  have access to a broad range of opportunities 
in the labor market and in vocational programs and making sure that 
recruitment of students for nmtraditional fields is an integral part of 
vocational education. 
Recruiting students for vocational programs, including vocational home 
economics, involves providing them with information about a variety of 
careers and involving them in activities that assist them in making sound 
decisions. Goggans (1980) believed student ^ prehension about taking a 
vocational education course in what would be considered a nontraditional 
area is the result of the reaction of those vdio are influential in the 
personal life of the students—namely parents, peers, and other family 
members. Barents and peers often help determine the values and 
expectations that dictate behavior, and influences decisions made by the 
student. 
In viewing marketing more broadly, MurgAiy and Enis (1986) stated that 
the benefits expected from the product must be equal to or greater than 
the price paid by the consumer. Marketing involves the mutual 
satisfaction of the seller and the bi^ r through the exchange of a product 
(Kotler, 1972). A marketing strategy is a set of activities which 
determines the benefits that will satisfy the buyer in a specific 
situation and offers the product that will provide these benefits. Kotler 
(1972) stated that the benefits of the product must be equal to or greater 
than the price paid by the consumer. Several sources indicate that the 
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product is often perceived by the buyer to be a group of characteristics 
including qualities, processes, and/ot capabilities (goods, services, and 
ideas) that are expected to provide satisfaction (Leavitt, 1980; Kotler, 
1984; Biis & Roering, 1980). 
If home economics is viewed as the product, then students would be 
viewed as the consumer. The risk or price paid in electing to take a home 
economics course would equal the amount of time or mon^  spent in 
purchasing the product. Qy selecting a home economics course the student 
may be missing out on other requirements or electives that will assure 
hiiVher of acceptance at a post-secondary institution. Other factors may 
influence the "price paid" such as peer acceptance or stereotypes that are 
generated by students enrolled in home economics courses. 
Jac(*y and Kaplan (1972) distinguished five types of risk in making a 
decision to purchase a product. Those risks are: 1) financial, vAere the 
product will not be worth the price; 2) psychological, v^ ere a poor 
product choice will harm a buyer's ego; 3) gdiysical, vdiere there is risk 
to the buyer's safety; 4) functional, vAere the product will not perform 
as expected; and 5) social, vAere the product choice may result in 
embarrassment before one's family/friends/work group. The inplications 
for the social risk in taking hone economics courses seen the most 
relevant as students, especially males, often are questioned as to v^ y 
they have enrolled in this subject. Traditional mores may indicate the 
subject matter is not ag^ opriate, but current lifestyles and expectations 
of males would indicate the necessity for skills such as those taught in 
home economics to be developed. 
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Theoretical Model 
Theory provides a shorthand for communication that organizes and 
generate new ideas (Coheiy 1980). %eory also assists in guiding the 
investigator by generating explanations and making faredictions. Fisher 
(1978) stated, however, that theory can only be adequate if it contains 
all the theoretical concepts necessary to derive explanations. Fisher 
(1978) went on to explain that theory directs researchers beyond their own 
conscious control to (Aserve the phoiomonon within certain categories, 
terms, or conceits. The researcher's cmcepts are limited to those 
theoretical constructs with %*ich he/she has chosen to work. 
In the field of marketing, Blodi and Richins (1983) developed a 
theoretical model for the stut^  of product importance percepticms (see 
Figure 1). This model examines the framework of product importance that 
is formed in three parts: sources (i.e., consumer, product, and 
situation), importance (i.e., vAiether enduring or instrumental), and 
response (mgoing or task-related). The model attempts to recognize the 
concept of product importance in order to clarify and unify a number of 
related concepts that have appeared in the marketing literature (Bloch & 
Richins, 1983). 
Insert Figure 1 About Here 
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OSie theoretical model developed by Bloch and Richins (1983) used in 
studying product importance perceptions operationalizes several variables 
that assist the evaluation of the perceived image of home economics 
programs. Ohe three major segments of components of the model are: 
sources, importance t^ pe, and responses. %e first conponmt containing 
the sources is composed of the consumer r the product meaning and 
attributes, and the situation specific to the task eliciting the response, 
ïhe second ccmponait contains tm types of importance. Ohe first, 
instrumental importance, is influenced by the perceived risk and involves 
the consumer immediately in a choice situation. Ihe second type of 
importance is enduring importance that is the long term perception of the 
product that does not necessarily demand the consumer to be actively 
involved in making a response. The third component elicits a response 
either ongoing or task-related. ïhe ongoing response differs from the 
task-related response because it is purchase independent. 3he 
task-related response relates to the purchase of the product. 
In applying this model to home economics programs, students will be 
utilized as the ccxisumers. The model also recognizes the influence of 
parents, guidance counselors and home economics teachers in the students' 
career choice and hence, coursework selection. Ohe product, home 
economics programs, can be represented by concepts and characteristics of 
the hone economics offerings. Course selection will be viewed as the 
situation to which the student must make a response. The instrumental 
importance consists of the perceived risks, the amount at stake, and the 
influence of others in deciding on the coursework selected. The risks can 
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be positive or negative and may result in gains or losses. Instrumental 
iivportance of a product can be viewed as potential gain (resulting in an 
approach goal) or potential loss (resulting in an avoidance goal). Each 
response assesses achieving each gain and avoiding each loss and evaluates 
the importance of the summed total. Hie enduring importance consists of 
the long term values of the student that can be met through participation 
in a home economics program. 
Summary 
Studies have been conducted that measure the perceptions of the public 
toward heme eomcmics programs but a number of questions still exist. She 
general disposition of those in the field is that heme economics generally 
is not understood nor is the mission of the field recognized as 
benefitting those #o take home economics courses. Due to increased high 
school graduation requirements and college entrance standards, competition 
for student enrollment between vocational courses, such as home economics, 
and academics has increased. Several national reports in education have 
also emphasized the need for increasing the acadenic preparation of high 
school students. Individuals who influence student career goals also 
impact vocational education enrollment. 
Several factors need to be examined in order to determine what 
influences a student's participation in a home economics program. Risks, 
both social and financial, may be perceived by both students and parents 
as a hindrance to enrolling in the program. This research was designed to 
identify and apply several of the concepts in the theoretical model 
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proposed by Bloch and Richins (1983) to the marketing of home economics 
programs. ïhe first study focused on the perceptions of students, 
parents, and guidance counselors, nhe second stu^  tested the application 
of the theoretical model to the marketing of heme economics programs by 
using path analysis to examine the factors which influence and perhaps 
predict the likelihood of student enrollment in heme eowemics. Hhe 
results of these studies will help professionals in the field of home 
economics determine what e^ roach(es) is (are) necessary in marketing 
their programs both to students and the general public so that a more 
accurate image of home economics is conveyed. 
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SECTION I. PERCEPTIONS OP HONE ECONOMICS PROGRAM 
OONIQIT AS VIEWED BY SÏUI&NIS, PARENTS, 
AND GUIDANCE COUNSELORS 
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ABSn»CT 
nie purpose of this study was to assess the perceptions of the 
current image of home economics held by high school students, their 
parents, and guidance counselors. In addition, analyses were ccmducted to 
determine if there were differences in perceptions of home economics by 
sex of student, size of school in which the student was enrolled, and 
vAiether or not the student was currently enrolled in home economics. No 
significant differences were found in the responses of students, parents, 
and guidance counselors to a semantic differential scale assessing the 
image of heme economics content. However, significant differences were 
found for five of the six content areas between male and fanale student 
perceptions of image, and in all six content areas between those students 
who were currently enrolled and those vâio were not. Results suggest that 
the benefits of home economics content for all students need to be 
reinforced through marketing efforts. 
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IMRODUCTION 
Historically home economists have viewed the field of home economics 
as a personal service profession (Gentzler, 1986). Ohe major goal of home 
economics is to improve the quality of life. In order to cc^  with the 
future, people will need skills that allow them to adapt to a changing 
world (Hargrove, 1988). Bailey and Firebaugh (1986) stated that home 
ecmomics is a future-oriaited profession with a major focus on family 
well-being, grcwth and development of family members, and the reciprocal 
relationships between families and their environment. Bailey and 
Firebaugh believe home economists are dedicated to the problems that 
directly or indirectly confront families and need to create programs that 
are responsive to the inpact of social policies and business and industry 
practices on the family. Home economics programs have been developed that 
respond to changing societal needs. When responding to an attitudinal 
survey, 97.5% of the graduates of a Canadian college placed "Home 
economics deals with important societal issues" first. Die graduates also 
strongly agree that home economics helps all family members (Smith & 
%rnbull, 1988). Dopkin (1985) supports this viewpoint. 
"In the early part of our home economics history, 
family units provided for roost of the manbers' needs. 
Today's families no longer provide services to the same 
extent so many of these functions have been taken over 
by society. Home economics programs address these 
needs. These classes provide students with consumer 
skills, preparation for adult roles, and coping skills 
for their current roles as family members" (p. 24). 
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Several studies (Yankelovich, 1974; Johnson, Holconbe, Kean, Woodward, 
I^\«eetenf and Hafer, 1987; Robinson, 1987; Findlay, 1976) on the image of 
home economics point to a continued need for the assessment of perceptions 
and attitudes regarding the importance of hme economics programs and 
contait, nhe more recent impact of stressing academics has resulted in 
increasing college entrance requirements and has also caused many hic^  
schools to increase graduation requirements. Ohis can affect the 
importance perceptions of others such as parents, peers and guidance 
counselors who influence students in career selection and hence, course 
enrollment. Examining these issues provided a basis for the development 
of this study. 
Image of Home Economics 
ïhere has been great concern by professionals in the field of home 
economics that societal perceptions toward home economics do not represent 
an accurate understanding of home economics goals. In a study by 
Yankelovich (1974) seven out of ten respondents said: 
"the home econonist's major function and real role in 
society is relatively unknown (p. 14). 
niere is no more certain barrier to the creation and maintaiance of a 
distinct and pervasive identity than lack of knowledge, especially at the 
70 percent level. 
Thirteen years after the Yankelovich stu^ , however, questions still 
remained about the image of hone economics. Johnson, Holcombe, Kean, 
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Woodward, aveeten, and Hafer (1987) provided evidence that the image of 
home economics as "cooking and/or sewing" was still alive and well. As a 
result these researchers supported a continued need for a public relations 
program because home economics was still seen in a very traditional way. 
They also believed the general public was not aware of the many roles that 
hme economists have. 
In a study by Robinson (1987), professional school persœnel also 
perceived home economics as the teaching of cooking skills. Students, 
parmts, and professional school personnel in Robinson's study generally 
perceived home economics to be a woman's field that teaches individuals 
how to cook. Parents in this study held the view that home economics also 
taught management skills. Again, as in previous studies, the need for a 
public relations program to interpret home economics at all levels was 
recmmended. Robinson supported the use of marketing strategies to 
interpret home economics programs to potential students, parents, and 
decision makers such as principals, counselors, and policy makers with 
@i#iasis placed on improving and interpreting the image of home economics 
to others. Additional research was suggested to determine the sourses of 
attitudes toward and misconceptions about heme economics. Robinson (1987) 
also stated that home economics teachers should become well versed in the 
goals and purposes of their discipline so that they can serve as education 
spokespersons for the heme economics field. 
A study by Burnett, Harrison, and Miller (1986) concurred with this 
stating that there was a need to inprove communicative linkages among 
teachers and administrators to transmit needs, priorities, curriculum 
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strategies, and general information regarding local programs. It was 
considered critical that home economics keep information up-to-date and 
relevant to students' needs. Johnson (1987b) recmmended the utilization 
of effective recruitment strategies for undergraduate home economics 
programs as essential for the survival of undergraduate programs in the 
field of home economics. Moore (1988) believed that to have a successful 
external public relations effort you first must look inside the 
organization, until the benefits of the program are internalized the 
efforts to market the program externally will not be fulfilled. 
Perceptions of former secondary home economics students were surveyed 
by Findlay (1976). It was r^ x)rted that 92% of this group perceived money 
management and budgeting as the most iirportant areas. These students 
rank ordered the subject areas with the top selections being: Food 
Preparation (89%), Child Development (86%), Clothing Construction (83%), 
and Nutrition (83%). In a similar stu(^  of high school graduates from a 
home economics program in Nebraska, Bokenkamp (1978) found that 
respondents rated the top four most useful areas as Food and Nutrition 
(65%), Adult Living (53%), Clothing and Textiles (51%), and Housing and 
Home Furnishings (34%). Six^  percent of the former students in Findlay's 
stu(^  reported they would take more home economics classes if it were 
possible to repeat their high school years. 
Bell and Glosson (1983) also surveyed former students and found that. 
83.9% of the respondents believed homanaking classes had been helpful in 
their personal life, vAile 54.7% stated homemaking knowledge and skills 
had been beneficial in their work. In this study only 10.9% replied that 
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hcmemaking courses had not helped them as employees. In the Bell and 
Glosson (1983) study a Pearson Product Moment Correlation showed a highly 
significant (p ^  .01) relationship between the perception of helpfulness 
to the students' personal lives and their work. Ihis indicated the 
transferability of the skills and knowledge acquired by enrolling in a 
consumer and Homanaking Education class. 
Griggs and IteFadden (1980) reported a positive relationship betwem 
the amount of time spent in a course, the nunter of courses taken, and the 
increase in knowledge about home economics programs. %ey also r^ rted 
former students of Consumer and HOmemaking programs had positive feelings 
about the usefulness and importance of the program content. Griggs and 
McFadden (1980) believed that there was a need to study the 
characteristics of Consumer and Homemaking Students and to compare them 
with their high school counterparts who do not enroll in Consumer and 
Homemaking courses. 
High School Graduation Requirements 
Reports that have greatly influenced the denand for acadenic courses 
with specific recommendations for increases in English, math, and the 
sciences include: A Nation at Risk (National Commission on Excellence in 
Education 1983), the Holmes Report (Holmes Group, 1986) and the College 
Entrance Examination Board (1983) r^rt on Academic Preparation for 
College. Both math and English requirements have been increased in most 
schools as secondary education attempts to better prepare students to 
enter college. Ihese increased requirements negatively affect the ability 
of students to enroll in elective courses such as home economics because 
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of the decreased opportunity to take electives. nie Carnegie Task Force 
(1983) ejqpanded the previous reports' suggestions for high school 
preparation to include: four years of English, three years of 
mathematics, three years of science, three years of social studies, a half 
year of computer science and for those going to college two years of 
foreign language (p. 24). Although academic courses should not be in 
competition with vocational education, (Committee for Economic 
Development, 1985), individual programs have been successful in 
integrating the basics with vocational education. This latter case, 
however, is the exception rather than the norm. 
The 1980s' reform movement in education focused on improving the 
overall performance of all students by increasing graduation requirements 
in academic areas and raising the minimum requirements in academic areas 
and raising the minimum standards for graduation (Lotto & Murpdiy, 1987). 
Lotto and Mur{^ y (1987) believed that nonacademic courses were being 
carefully examined and were in jeopardy of being defined out of the high 
school curriculum. O^ xments of vocational education, however, appear to 
believe that high school students need to focus on the basics in order to 
develop a good solid foundation before beginning occupational preparation 
(National Academy of Sciences, 1984). The Commission on Work, Family, and 
Citizenship (William T. Grant Foundation, 1988) also suggested strong 
instruction in core subjects but did not support the concept of high 
schools teaching only academic skills. The commission stated that all 
vocational education students should teUce general education courses and 
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use vocational education courses to enhance their learning of basic skills 
and to develop problem-solving skills. 
These opposing views led to further examination of academic and 
vocational curricula. Students who were taking these courses often were 
in jeopardy of being "tracked" or locked into either a vocational program 
or an academic program without the option of taking coursework from both, 
due to scheduling or sequencing of courses. 
As a result of the stu(^  on "High School Graduation Requirements and 
Enrolljnent Patterns in High School Vocational Education Programs in the 
lAiited States, " Frantz, Strickland, and Elson (1986) recommended that 
state and local administrators of vocational education be responsive to 
enrollment declines and use initiatives and strategies to provide 
opportunities for students to enroll in vocational education courses. 
Johnson (1987b) pointed out that prospective students, through a variety 
of recruitment strategies, can be made aware of the contributions home 
economics can make and that they can be a part of this dynamic field. 
Yankelovich (1974) upon completing the AHEA study recommended development 
of a public relations program with a clear and consistent focus on v^ at 
hcane economics is and the common skills of all home economists. 
Spitze (1983) cited the several problems home economics faces at the 
secondary level: declining enrollments, decreasing budgets, instructor 
cutbacks, and lack of respect and credibility. Superior home economics 
programs can apply academic subjects such as in math, science, and 
communication skills to practical daily problems (Gibbs and Wood, 1986). 
However, greater effort needs to be made to alert parents, school 
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personnel, and policy makers that home econonics programs support 
academics (lana, 1984). Part of the lack of respect that is missing for 
home economics programs may be because home economics is not seen as an 
acadendc course that is relevant for today's students and is capable of 
incorporating the basics and teaching critical thinking skills to students 
(lana, 1984). 
Influencers on the Student Decision-making Process 
Veres and Carmichael (1981) noted that parents are the most iirportant 
source of influence on their children's career decision-making process. 
Parents are viewed as very influential in the students' determination of 
career choice (Johnson, 1987a; Vaines & Arcus, 1987; Wall, Holt, Harrison, 
and Kotrlik, 1987; Michigan State Department of Education, 1978). %ere 
was not agreement, however, on the rank of influence by others such as 
guidance counselors, peers, teachers, and role models on students' career 
choices. Johnson (1987a) stated that for students who choose careers in 
home economics education, the home economics teacher was the most 
influential. Vfendland's (1987) findings showed that teachers were more 
influential than peers, guidance counselors, and principals. Others found 
peers to be more influential than teachers or counselors, although 
teachers were scored above counselors by most young people (Vaines & 
Arcus, 1987; Wall et al., 1987; Michigan State Department of Education, 
1978; Schultz, 1989). Role models were found to be particularly important 
in influencing nontraditional students (Veres & Carmichael, 1981). 
Although documented as not being very influential in student career 
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choice, counselors do have an impact on student scheduling and placement 
in high school classes (Stenberg, 1989). 
In a study by Stenberg (1989) superintaidents, secondary principals, 
and guidance counselors viewed home ecmomics as teaching students 
nutrition, the preparation and purchasing of nutritious foods, child 
development, responsible parenting and ^ roaches for building healthy 
families. These groups did not believe that heme economics was teaching 
topics such as global food suE^ ly, financial services, future housing 
needs, sexual responsibility, or the coordination of work and family 
roles. Because these groups of acadenic professionals can directly 
control the offerings or scheduling of courses in hone economics they are 
influential in what the student elects to take during high school. It 
becomes apparent that administrators and counselors need to be 
knowledgable about the goals and objectives in hone economics programs in 
their schools. 
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PURPOSE 
Die purpose of this stu^  was to assess perceptions of the current 
image of home economics held by high school students, their parents, and 
guidance counselors. Differences among students, parents, and guidance 
counselors were examined. The influence of sex of the student, school 
size, and vAiether or not the student is currently enrolled, on student 
perceptions also was investigated. Past e:$erience in home economics as 
well as familiarity of home economics programs in their schools was also 
examined. Specific null hypotheses tested include: 
1. There are no significant differences in perceptions 
of home economics cmtent among students, paraits, 
and guidance counselors. 
2. There are no significant differences in perceptions 
of home economics content between students who are 
currently enrolled in home economics programs and 
those Wx) are not. 
3. niere are no significant differences in perceptions 
of home economics content between male and female 
students. 
4. %ere are no significant differences in perceptions 
of home economics content between studaits from 
smaller and larger schools. 
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niere are no significant differences in reasons for 
not enrolling in home economics based on sex. 
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MEmODQLOGY 
The surv^  %)rpach was selected in order to reach a large number of 
respondents in diverse geogr^ ical areas within the state of Iowa. Rie 
survey population was high school juniors and seniors, their parents, and 
their guidance counselors. Thirty schools were selected in a stratified 
random sample so that half the students were from smaller school districts 
(under the median of 1100 students enrolled in kindergarten through 12th 
grade) and half were from larger school districts (over 1100 enrolled). 
All groups responded to a questionnaire containing a basic danogra^ ic 
section and a semantic differential scale assessing their perceptions of 
home economics in relationship to the six content areas defined by Hughes, 
Rougvie, and Woods (1980). Students and parents also were asked to 
respond to items ascertaining career aspirations for the student, nie 
guidance counselors responded to a section on the program offerings and 
its relevance for their school setting. Permission to conduct the stu^  
in each district was granted ty the administrator in the school. 
Upon receiving notification that permission had been granted, a packet 
of materials was sent to home economics teachers in the randomly selected 
districts. The home economics teachers were given directions to randomly 
select five students of junior or senior standing presently enrolled in 
their home economics programs and five students in the same grades who 
were not presently enrolled. Parents of these students were then sent a 
mailed survey instrument that was preaddressed and postage paid for return 
to the researcher following completion. The home economics teacher sent a 
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list of the parents and addresses back to the researcher to provide for 
follow-up. 
Respondents included 179 students vAio were juniors and seniors in high 
school and were evenly distributed between smaller schools (under 1100 
enrollment) (N"89) and larger schools (over 1100 enrollment) (N=90). 
Forty-six of the respondents were male and 133 were female. Eighty^ two 
were in their junior year, 94 were in their senior year, and three did not 
indicate their present grade level. Ninety-one of the students were 
currently enrolled in a home economics program and 88 were not currently 
enrolled. Of those vAio reported being currently enrolled in a heme 
economics program, 28% were enrolled in Child Development or Parenting, 
19% were enrolled in Family Relations, 24% were enrolled in Food and 
Nutrition, 18% were enrolled in Clothing and Textiles, 2% were enrolled in 
a Consumer Education course, and 9% were enrolled in Housing or HOme 
Furnishings or Equipment class. %e response rate for those students 
selected was 89.5%. 
There were 87 parents that responded to the mailed questionnaire. 
Over half the parents responding had a child in a larger school (N=50) and 
the remaining parents (N=37) had a child in a smaller school. 
Eighty-three of the parent respondents were female, two were male, and two 
did not indicate their sex. Forty-five parents reported that their child 
was currently taking a home economics class and 42 indicated their child 
was not curraitly enrolled in a home economics class. %e response rate 
for the parents was 43.5%. Because the parents were predominantly 
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females, the responses to past involvement and familiarity with home 
economics programs in their school are most likely biased. 
The 18 guidance counselors were divided evenly by school size with 
nine responding from both the larger and smaller schools selected. They 
were asked to respond to characteristics of the home economics program in 
addition to the semantic differential items. Ohe respcxise rate for the 
guidance counselors was 90%. 
Instrument Development 
Dillman (1978) recommends that questionnaires be printed in a 
photographioally reduced form and incorporated into a booklet format. 
This was the format used in the present study. The questionnaire was 
tested with a group of eighth graders for readability and then submitted 
for expert review for content analysis. Necessary revisions were made and 
the booklets were printed and mailed to the home economics teachers of the 
selected districts. A preaddressed, postage paid return staiqp was printed 
on the outside of the booklet sent to parents for ease in return. 
Studaits returned their surveys in sealed envelopes to the home economics 
teacher vAio in turn mailed them to the researcher. 
TYiandis (1971) indicated that attitudes are what people think or feel 
about an object and their behavior is not only determined by Wiat they 
would like to do but by *Aat is socially acceptable and what they think 
they should do. Fishbein and Ajzen (1975) suggest that attitude can be 
distinguished from other concepts because of its affective nature and 
should be measured by a procedure that locates the subject on a bipolar 
affective or evaluative dimension. Affect is defined as a person's 
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feelings toward and evaluation of sane object, person, issue, or event 
(Fishbein & Ajzen, 1975). Attitude toward an object is seen as related to 
the person's intentions to select a behavior related to his/her beliefs 
about the object. 
Sherif and Sherif (1967) recomnend the use of semantic differential 
scales to assess an individual's judgement of attitude on all dimensions 
of meaning. Ihis method is more informative than the measurement of 
"attitude" alone that is represented by ratings on an "evaluative 
dimension. " believed that semantic differential scales give more 
information about the meaning of the attitude object. P^ cho-social 
scales reflect the stand taken by groups, by strata, or by entire 
populations at a given period and the individual differences in attitude 
can be gauged relative to the current patterns of acceptability and 
rejection and their changes (Sherif & Sherif, 1967). Therefore, the 
decision was made to devel<%) semantic differential adjective pairs to 
ascertain students', parents', and counselors' perceptions of home 
economics contait. Seventeen word-pairs were chosen to represent positive 
and negative characteristics of home economics content. A seven-level 
(1-7) semantic scale was used. Concepts selected to be represented by the 
17 word-pairs included: image of content, future use, stereotypes, 
academic orientation of contait, and classroom setting. A 5-part Likert 
scale was used by students vAio were not enrolled in home economics to 
indicate how strongly statements listed influenced their ability to enroll 
in home economics. Descriptive statistics were used on items assessing 
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the level of past involvement in home economics programs by parents and 
students. 
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DATA ANALYSIS 
Word pairs were selected to represent five major conceptual areas 
assessing positive and negative characteristics of home economics content. 
These five concepts were: image of content, future use, stereotypes, 
academic orientation, and classroom setting. A total of 17 word pairs 
were selected based on the literature and a 7-point semantic differential 
scale response was used to record responses. A response of "7" was 
associated with a positive characteristic and "1" with a negative 
characteristic. In all cases the first word of the pair was scored as "1" 
and the second word as "7". 
Because of the differences in group size, Kendall's coefficient of 
concordance was used to determine if there were differences among the 
responses of students, parents, and guidance counselors. Biis 
nonparametric test rank ordered the means of the three groups to determine 
if there were significant differences in their responses. 
The six subject areas were each factor analyzed. Ihis procedure 
condensed the word pairs into one factor for each subject area for further 
analysis. The results of the factor analysis for each home economics 
subject matter/contait area shewed there was one factor in each that 
accounted for over 40% of the variance. No further factors were used 
beyond this point due to the lack of contribution to the e^ qplained 
variance. Individual variables (word pairs) with a loading of .50 or 
higher were retained to represent the factor. Seven word pairs were found 
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to be common in four or more of the factor analyses for the six subject 
matter/content areas. Ihese seven word pair factors were highly 
correlated (p ^  .0001) (see Table 1). The seven word pairs represented: 
image of ccxitent (worthless/valuabley despised/respected, 
unpleasant/t>leasant, uninportant/inportant) ; future use 
(inefficiait/efficient) ; and classroom setting (apathetic/motivating, 
boring/interesting). 
Place Table 1 About Here 
Hie coefficient alpha reliability for the subject matter/content areas 
factor was .97. Analyses of variance procedures were used for the six 
subject matter/content areas which revealed whether or not significant 
differences existed in factor scores based on enrollment characteristic of 
the student, sex of the student, and the size of the school the student 
attended. 
Students who were not enrolled in heme economics responded to 
statements listing influences as to %diy they had not enrolled. A 5-part 
Likert-type scale was used to indicate how strongly they believed the 
statement affected their ability to enroll in home econcmics. Analysis of 
variance tests were used to determine if there were significant 
differences between males and females in examining reasons Wiy students 
had not enrolled. 
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Descriptive statistics were used on items assessing the level of past 
involvement in home economics of paraits and enrolled and nonenrolled 
students. The number of semesters of home economics respondents had 
taken, and their own assessment of their familiarity with home economics 
also were summarized using descriptive statistics. 
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FINDINGS AND DISCUSSION 
Grand Means Across Respondents 
A comparison of all three groups' beliefs on the image of home 
economics contmt found that Food and Nutrition was perceived as the most 
valuable (Mean « 6.40) (Table 2a). Ohe subject area of Family Relations 
was the most respected (Mean = 5.93) and most important (Mean = 6.26). 
Child Development was viewed as the most pleasant (Mean = 5.97). 
In terms of usefulness in the future, Food and Nutrition was believed 
to be the most efficieit (Mean =* 5.97) and Child Development the most 
realistic (Mean = 5.29). The hi^ est mean for knowledge-oriented was the 
subject matter area of Family relations (Mean = 4.80) with Child 
Development being rated as the most family-centered subject (Mean = 5.19). 
None of the subject matter/content areas of home economics was viewed at 
either extreme. Notably the word pairs stable/changeable and 
traditional/futuristic were viewed about in the middle. 
Stereotypes oftai associated with home economiocs subject matter areas 
were found for Clothing and Textiles, Wiich was perceived as the most 
feninine (Mean = 2.82). All other subject areas had means between 3.40 
and 3.75. Ihese findings suggest all but one home economics subject 
matter area are becoming more acceptable as courses for both males or 
females. 
Findings regarding the academic orientation of home economics subject 
matter areas indicate that Food and Nutrition was perceived as the most 
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scientific (Mean » 4.67) \Aiile Consumer Education was rated the most 
academic (Mean - 5.04). All subject areas were determined to be neither 
too ea^  nor too difficult (Mean range = 3.64 to 4.10). Respondents 
considered Child Development to be the most useful subject (Mean = 6.29). 
Respwses to word pairs ascertaining classroom atmosphere 
considerations revealed that Child Development was rated as the most 
motivating subject (Mean = 5.57). ïhe subject that was believed to be the 
most interesting was Family Relations (Mean = 5.78). FOr the word pairs, 
apathetic/motivating and boring/interesting, all subject areas had grand 
means of 5.38 and 5.49 respectively. ïhis indicates that the classroom 
atmosphere for home economics courses generally is perceived as positive. 
Place Table 2a About Here 
Image Perceptions by Group 
Perceptions of the image of home economics held by students, parents, 
and guidance counselors are reflected in the mean scores to the semantic 
differential scale presented in Table 2b. When comparing the perceptions 
of the three groups Këndall's coefficient of concordance was used. Riis 
test showed there were no significant differences in the responses to the 
semantic scale terms. The first null hypothesis was therefore not 
rejected. The means of the group responses for the five broad concept 
areas identified during the development of the instrument were examined 
for further insights. 
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Place Table 2b About Here 
Bhage of Content 
When responding to the word pair 'worthless-valuable' students 
believed the most valuable subject area was Child Development (Mean = 
6.25) vAiile paraits rated Food and Nutrition as the most valuable (Mean = 
6.60). Guidance counselors viewed Family Relations (Mean = 6.61) as the 
most valuable. Responses to the word pair 'despised or respected' 
indicated that students and guidance counselors believed Family Relations 
was the most respected (Means = 5.75 and 6.06 respectively), vAiile parents 
perceived Food and NUtritiœ (Mean = 6.07) as most respected. 
Students selected Family Relations as most pleasant (Mean = 5.81) as 
did guidance counselors (Mean = 6.22), while parents selected both Child 
Development and Food and Nutrition as generally pleasant (Mean = 6.01). 
Ohe word pair 'important or unimportant' illicited the highest response 
from the students for the subject Child Development (Mean = 6.24). ïhis 
did not agree with Findlay's study (1976) in vdiich former students 
reported mon^  management and budgeting as the most important. Findlay's 
(1976) sample, hcwever, did report Child Develc^ ment as third in 
importance. Parents viewed Food and Nutrition (Mean = 6.37) as the most 
important vdiile guidance counselors selected Family Relations (Mean = 
6.33). 
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Future Use 
Students rated Consumer Education as most efficient (Mean = 5.86) 
while paraits believed Food and Nutrition was the most efficient (Mean = 
6.16). Guidance counselors placed Child Development first (Mean = 6.06) 
in terms of efficiency. Œild Development was chosen by both students and 
paraits as being the most realistic (Means = 5.32 and 5.33 respectively), 
however, guidance counselors selected Consumer Education (Mean = 5.41) as 
most realistic in content. Clothing and Textiles was viewed as more 
skills-oriented than the other subject areas by students, pareits, and 
guidance counselors (Means = 3.11, 3.34, 3.18 respectively). 
Interestingly, Bell and Glosson (1983) found that 54.7% of former students 
in their stu^  reported homemaking knowledge and skills had been 
beneficial in their work or career. Both students and guidance counselors 
agreed that Family Relations was the most family-centered (means = 5.38 
and 5.39 respectively) while parents viewed Child Development as most 
family-centered (Mean = 5.46). Consumer Education was found to be the 
least famiuly-centered subject by all three groups (Means = 3.19, 4.30, 
4.00 respectively). None of the subject areas within home economics was 
viewed as neither extremely stable/changeable nor traditional/futuristic. 
The mean scores for these two word pairs ranged from 3.06 to 4.32. 
Stereotypes 
Clothing and Textiles was rated as the most feminine of the six 
subject matter areas with Child Development being perceived next most 
feminine. The remaining four subject areas were perceived as either 
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feminine or masculine. Ihis may indicate that enrollment in these home 
economics courses is more likely to be viewed as suitable for either sex. 
Academic Orientation 
Studoits rated Consumer Education as most scientific (Mean « 4.49) 
vAiile parents and guidance counselors viewed Food and Nutrition as most 
scieitific (Means - 5.04 and 4.56 respectively). Host subjects were not 
viewed as either ea^  or difficult by students (Mean range = 31.28 to 
3.99). Paraits and guidance counselors concurred with this and reported 
similar mean ranges indicating that the subject matter was neither too 
ea^  nor too difficult. Child Development was determined to be the most 
useful subject the students (Mean = 6.28) and guidance counselors (Mean 
= 6.39), vAiile parents believed both Food and Nutrition and Family 
Relations were equal in usefulness (Mean = 6.24). %e students in 
Bokenkairp's study (1978) indicated that Food and Nutrition was the most 
useful. Consumer Education was determined to be the most 
academic-oriented subject by students (Mean = 5.15), parents (Mean = 
5.15), and guidance counselors (Mean = 4.82). 
Classroom Setting 
%he subject area believed by students (Mean = 5.45) and parents (Mean 
= 5.59) to be the roost motivating was Food and IRitritim. Guidance 
counselors rated Consumer Education (Mean = 5.82) as the most motivating 
subject area. Students selected Child Devel<^ mait (Mean = 5.60) as the 
most interesting subject in home economics %Aile parents (Mean = 5.80) and 
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guidance counselors (Mean = 6.00) believed Family Relations was the most 
interesting. 
Differences Based on Status of Home Economics Enrollment, 
Gender of Studait Respondent, and Size of School 
Students «dx> responded to the surv^  were randomly selected to 
represent the populations of those who were currently enrolled in home 
economics and those vAo were not. Analysis of variance tests of the 
factors derived from the six subject matter/cwtent areas revealed 
significant differences between these two student groups in terms of how 
they responded to the semantic differential scales assessing home 
economics subject matter/content areas (see Table 3a). Further analyses 
of variance were conducted to examine differrences based upon gender of 
the respmdent and school size. Significant differences were found 
between students who were enrolled and those who were not for all six 
subject matter areas, hence, the second null hypothesis was rejected. 
Image of the content in all areas except Clothing and Textiles was 
significantly different based on gender of the respondent, as a result the 
third null hypothesis was rejected. No significant differences were found 
in image perceptions between students from larger and smaller schools. 
Therefore the fourth null hypothesis was not rejected. Significant 
interactions were found between the enrollment characteristic and size of 
school for the subject matter areas of Clothing and Textiles and Food and 
Nutrition. 
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Insert Table 3a About Here 
Mean responses of these groups are reported in Tables 3b and 3c. 
Female students generally had higher mean scores than male students. 
School size did not result in any significant differences in factor scores 
assessing overall image perceptions of heme economics content. Enrolled 
students were significantly more positive about the subject matter areas 
in home economics than were students who were not enrolled. 
Place Table 3b About Here 
Place Table 3c About Here 
Reasons For Not Enrolling In Home Economics 
A Libert scale was used with "1" representing 'extremely unlikely'r 
"2" 'unlikely', "3" 'undecided', "4" 'likely', and "5" 'extremely likely'. 
%e coefficient reliability for this section of the instrument was .99. 
As shown in Table 4, male and female students reported that 'schedule 
conflicts' (Mean - 2.94 and 3.97 respectively) and 'college requiranents' 
(Mean = 2.79 and 3.11 respectively) were the most likely "reasœs for male 
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and fanale students not enrolling" in home economics. Items with the 
lowest influence on the decision to enroll were: 'influence of parents 
not to enroll' (Mean = 1.67 and 1.63 respectively). Therefore, it might 
£^ >pear that parents and guidance counselors may be supportive of 
enrollment in home economics. 
Insert Table 4 About Here 
Friends were rated, especially by male students, slightly more 
influential than parents. This agrees with previous studies Wiich also 
found that peers are more influential than parents (Vaines & Arcus, 1987; 
Wall et al., 1987; Michigan State Department of Education, 1978). Parents 
were, however, sli^ tly more influential than guidance counselors for both 
male and female students. These scores do indicate that guidance 
counselors need to be aware of scheduling conflicts that can prevent male 
and fanale students from being able to enroll in home economics, as 
indicated by the highest scored response 'scheduling conflict' (Mean = 
2.94 and 3.97 respectively). This finding concurs with results obtained 
by Stenberg (1989), VAK> stated academic professionals directly control 
offerings and sdieduling of courses that influence vAiat high school 
students elect to take. 
In comparing male and female student's responses, it was found that 
female students did not rate the statements the same as male students. 
Females were more likely to believe that schedule conflicts influenced 
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their ability to enroll in home economics. Male students reported "no 
interest" in taking heme economics more often than females. Ihe reason 
for this lack of interest was not assessed. Both males and females were 
significantly différait (p ^  .01) but both reported stereotypes associated 
with home economics as "unlikely" influences to not enrolling. However, 
males did indicate a stronger belief that stereotypes are associated with 
home economics subject matter areas. Female and male students were also 
significantly différait (p ^  .05) on their views of parental influence as 
a deterant to enrolling. Based on the four significant differences 
between male and female students the fifth null hypothesis was rejected. 
Bast Involvement and Familiarity 
with Home Ecmomics Programs 
A comparison of the amount of past involvement in home economics 
programs on vAiich perceptiœs of home eccmomics might be based shows 
little variation between students and parents (see Table 5a). Both groups 
had taken more than two semesters of home eccmomics. It should be noted 
that the parent sample was predominately female (N = 83 out of 87). 
Griggs and McFadden (1980) found a positive correlation between the number 
of courses taken and the increase in knowledge. Inference, therefore, may 
be made that increased coursework may result in more familiarity with home 
economics programs. Results indicate this is true in the present stu(^ . 
Insert Table 5a About Here 
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ïhe question, "Hew familiar do you believe yourself to be with the 
home eccxicmics program in your school?", also measured enrolled students', 
nonenrolled students', and parents' familiarity with home econcmics (see 
Table 5b. ). Seveniy-two percent of the paraits believed they were 
'somewhat' to 'very familiar' with the home economics program in their 
child's school. Fifty percent of the students, both enrolled and 
non-enrolled, viewed themselves as being somevAiat familiar with the home 
economics program; 38.5% of those enrolled stated th^  were 'very 
familiar' compared to only 10.2% of those who were not enrolled. Of those 
vAx) were not enrolled in 13.6% believed they were 'very unfamiliar ' with 
the home economics program. 
Insert Table 5b About Here 
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CONCLUSIONS 
Mean responses to the semantic differential scales ascertaining image 
perceptions of home eccxicmics held by students and parents indicate that 
Child Develc^ ment and Food and Nutrition were viewed as valuable content 
areas. Family Relations was considered 'respected' and 'pleasant' «mtent 
area by students. Guidance counselors supported Family Relatims and 
considered it to be the most 'valuable, respected, pleasant, and 
important' home economics subject matter/content area. Child Development 
was determined by students to be the most important vAiile parants selected 
Food and Nutrition. %ese results may indicate a change in the public's 
perception of home economics as 'cooking and sewing' reported in Johnson 
et al. (1987) and Robinson's (1987) studies. Image perceptions of heme 
economics vary the subject matter/content area emphasizing the need for 
a variety of marketing messages to educate both students and the public 
about the current foci of home economics programs. Areas addressing 
current concerns of youth such as: sex roles; money management; health 
issues like AIDS; drug abuse; and decision-making (Schultz, 1989) should 
be stressed devel<^ ing marketing strategies aimed at all students 
explaining vAiat home ecwiomics teaches. 
An analysis of overall image perceptions based upon the factor scores 
for the six home economics subject matter/content areas revealed a 
disparity in perceptions based on gender. Whether the student was 
currently enrolled in home economics or not also significantly influenced 
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their perceptions of home econanics. School size did not impact 
percQptions independently but interacted, i.e., influenced responses vAien 
paired, with the enrollment characteristic for the subject matter areas of 
Clothing and Textiles and Food and Nutrition. 
Studaits responded that scheduling conflicts were the most likely 
reason for not enrolling in a home ectmomics course. Qie relative 
influence of friends, paraits, and guidance counselors on the decision to 
enroll was not as strcmg. Males were influenced by their friends more 
often than were females. Males reported 'no interest' in home economics 
as their top reason for not enrolling. 
In examining the past involvement of parents and students in home 
economics programs few differences were found. Likely, this finding was 
influenced by the large number of female parent respondents. When 
students were separated into enrolled and nonenroiled groups, it was shown 
that once students enroll in home economics, thé majority (68.1%) elect 
three or more semesters. The largest percmtage of nonenrolled students 
had never taken a home economics course (28.4%). These findings indicate 
the need to study tracking practices in general and as applied to 
vocational programs. The largest percentage of the parents (43.6%) had 
taken three or more semesters. However, 83% of the pareits responding 
were female so this may have biased the results. Over fifty percent of 
the parents, as well as enrolled and nonenrolled students believed they 
were 'somewhat familiar' with the home economics program. Only 38.5% of 
the enrolled students respcxided that they were 'very familiar' with the 
program. Marketing strategies that explain all consent areas to the 
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students and parwts needs to be developed. Use of sudi materials is 
critical to both enrolled and nonenrolled students. Opportunities to use 
these strategies with nonenrolled students especially need to be 
identified. 
Recommendations for further study include exploration of the 
effectiveness of ways to market home economics to all students, with 
sensitivity to the differing perceptions of males and fanales, as well as, 
the effects of differing amounts of previous home economics ccmtact. Also 
it is recommended that longitudinal studies be conducted to determine if 
home economics programs prepared enrolled students for the demands of 
their future career and family lives. For noneirolled students, lost 
benefits need to be assessed to determine if they find themselves lacking 
in needed skills. It is to all students' benefit that the home economics 
program offer skills and information for future use in such a way that 
they will recognize both the value and relevance of taking home economics 
programs. This can be accomplished when marketing principles are applied 
to the overall public relations plan. 
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Table 1. Correlations of subject area factors 
CD CE CT FN HHP 
CD 
CE .50* — 
CT .54* .59* — 
ER .73* .62* .54* • 
EN .58* .59* .55* .62* — 
BHF .63* .63* .71* .63* .52* 
* = p < .0001 
CD a Child Development 
CE s Consumer Education 
CP = Clothing and Textiles 
ER = Family Relations 
EN = Food and Nutrition 
HHF = Housing and Home Furnishings 
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Table 2a. Semantic differential means^  for home economics subject 
matter areas 
CD CT CE FR Fm HHP GRAND X 
IMAGE OF OONTENT 
worthless/ 
valuable 6.34 5.69 6.27 6.37 6.40 5.85 6.15 
despised/ 
respected 5.68 5.33 5.86 6.93 5.88 5.50 5.70 
unpleasant/ 
pleasant 5.97 5.55 5.61 5.96 5.92 5.53 5.76 
uniiqportant/ 
important 6.19 5.51 6.14 6.26 6.22 5.58 5.98 
ErmjRE USE 
inefficient/ 
efficient 5.89 5.53 5.79 5.76 5.97 5.49 5.74 
idealistic/ 
realistic 5.29 4.87 5.10 4.83 4.90 4.73 4.95 
skill-oriented/ 
knowledge-or iented 4.59 3.21 4.77 4.80 4.40 4.53 4.38 
career-centereol/ 
family^ entered 5.19 4.12 3.83 5.05 4.84 4.51 4.59 
sted^ le/ 
changeable 3.87 3.97 4.02 4.06 3.80 4.04 3.96 
traditional/ 
futuristic 3.55 3.30 4.02 3.71 3.48 3.83 3.65 
STEREOTYPES 
Feminine/ 
masculine 3.40 2.82 3.75 3.66 3.41 3.41 3.41 
ACADEMIC ORIEMTATICXI 
unscientific/ 
scientific 4.26 3.99 4.43 3.89 4.67 4.06 4.22 
easy/ 
difficult 3.73 3.88 4.10 3.86 3.70 3.64 3.82 
useless/ 
useful 6.29 5.85 6.08 6.16 6.16 5.70 6.04 
nonacademic/ 
academic 4.80 4.11 5.04 4.40 4.49 4.18 4.50 
CLASSROOM SETTING 
apathetic/ 
motivating 5.57 5.22 5.45 5.42 5.53 5.06 5.38 
boring/ • 
interesting 5.65 5.34 5.31 5.78 5.50 5.34 5.49 
semantic scale was used trtiere the first term in the pair listed 
above was given a value of "1" and the second word in the pair was 
assigned a value of "7". 
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Table 2b. Means responses of students, parents, and guidance counselors to the semantic 
Semantic word pairs 
with corresponding values: 
CD 
P 
CT 
P 
1) worthless to (7) valuable 6.25 6.21 6.56 5.32 5.75 6.00 6.04 6.2 
1) despised to (7) respected 5.55 5.92 5.56 4.98 5.58 5.44 5.57 6.0 
1) unpleasant to (7) pleasant 5.73 6.01 6.17 5.16 5.72 5.77 5.26 5.6 
1) unimportant to (7) important 6.24 6.27 6.06 5.39 5.67 5.47 6.10 6.1 
1) inefficient to (7) efficient 5.78 5.83 6.06 5.57 5.61 5.41 5.86 5.8 
1) idealistic to (7) realistic 5.32 5.33 5.22 4.62 4.76 5.24 4.80 5.11 
1) skill-oriented to 
(7) knowledge-oriented 4.42 4.85 4.50 3.11 3.34 3.18 4.68 5.0' 
1) career-centered to • 
(7) family-centered 5.05 5.46 5.06 3.64 4.37 4.35 3.19 4.31 
1) stable to (7) changeable 3.95 3.95 3.72 4.32 4.06 3.53 3.88 4.1: 
1) féminine to (7) masculine 3.40 3.18 3.61 2.81 2.94 2.71 3.88 3.54 
1) traditional to (7) futuristic 3.34 3.54 3.78 3.37 3.46 3.06 4.14 3.8( 
1) unscientific to (7) scientific 4.18 4.33 4.28 3.80 4.04 4.12 4.49 4.6] 
1) easy to (7) difficult 3.44 3.65 4.11 3.75 3.65 4.24 1.99 4.0] 
1) useless to (7) useful 6.28 6.19 6.39 5.86 5.86 5.82 6.10 6.14 
1) nonacademic to (7) academic 4.82 4.98 4.61 4.18 4.49 3.65 5.15 5.15 
1) apathetic to (7) motivated 5.35 5.68 5.67 4.99 5.27 5.41 4.97 5.56 
1) boring to (7) interesting 5.60 5.74 5.61 4.81 5.43 5.77 4.86 5.54 
Group abbreviations: Subject matter abbreviations: 
S = students 
P = parents 
G = guidance counselors 
CD = child development 
CT = clothing and textiles 
CE = consumer education 
PR = family relations 
m = food and nutrition 
HHP = housing and home furnishings 
* % ^ 
I the semantic differmtial scale 
CE 
P 
FR 
P 
FN 
P 
HHP 
P 
6.04 
5.57 
5.26 
6.10 
5.86 
4.80 
3.19 
3.88 
3.88 
4.14 
4.49 
3.99 
6.10 
5.15 
4.97 
4.86 
6.24 
6.00 
5.68 
6.19 
5.80 
5.10 
6.53 
6.00 
5.88 
6.12 
5.71 
5.41 
6.10 
5.76 
5.81 
6.11 
5.70 
4.68 
6.39 
5.96 
5.85 
6.35 
5.76 
4.98 
6.61 
6.06 
6.22 
6.33 
5.83 
4.83 
6.04 
5.69 
5.69 
6.17 
5.80 
4.87 
6.60 
6.07 
6.01 
6.37 
6.16 
5.19 
6.56 
5.89 
6.06 
6.11 
5.94 
4.65 
5.74 
5.37 
5.28 
5.72 
5.66 
4.70 
5.80 
5.60 
5.66 
5.60 
5.39 
4.62 
4.30 
4.12 
3.54 
3.86 
4.61 
4.01 
6.14 
5.15 
5.56 
5.54 
4.00 
4.06 
3.82 
4.06 
4.18 
4.29 
6.00 
4.82 
5.82 
5.53 
5.38 
4.17 
3.74 
3.61 
3.66 
3.45 
6.06 
4.16 
5.13 
5.53 
4.39 
3.96 
3.51 
3.74 
4.14 
4.03 
6.24 
4.47 
5.57 
5.80 
5.39 
4.06 
3.72 
3.78 
3.88 
4.11 
6.17 
4.56 
5.56 
6.00 
4.54 
4.00 
3.41 
3.25 
4.42 
3.28 
6.14 
4.35 
5.45 
5.35 
5.16 
3.69 
3.25 
3.52 
5.04 
3.48 
6.24 
4.74 
5.59 
5.49 
4.83 
3.72 
3.56 
3.67 
4.56 
4.33 
6.11 
4.39 
5.56 
5.67 
4.43 
4.20 
3.64 
4.02 
4.06 
3.52 
5.73 
4.13 
4.92 
4.91 
6.00 
5.53 
5.65 
5.41 
5.41 
4.88 
4.68 5.04 4.59 4.87 5.04 4.50 4.35 4.68 4.17 4.35 4.53 4.71 
4.58 
4.22 
3.31 
3.87 
4.13 
3.51 
5.65 
4.23 
5.09 
5.63 
4.53 
3.71 
3.29 
3.59 
4.00 
3.88 
5.71 
4.18 
5.18 
5.47 
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Table 3a. Differaices in F ratios based on: Gender of student, and size 
of school, and home ecxjnanics enrollment 
F Ratios 
Gender Size Enrollment 2-way Interactions 
CD 33.52**** .43 13.34**** 
Œ 2.94 2.09 4.20* 
Enrollment With 
CT 7.00** 1.33 10.87*** 4.03* 
ER 17.32**** .00 9.38** 
Enrollment With 
EN 13.03**** .59 8.51** 11.61*** 
HHF 11.22**** .38 14.82***** 
* = p < .05 
** = p < .01 
*** = p < .001 
**** = p < .0001 
CD = Child Development 
CE = Cmsumer Echication 
CT = Clothing and Textiles 
FR = Family Relations 
EH = Food and Nutrition 
HHF =» Housing and Home Furnishings 
Enrollment = enrolled or not enrolled 
Gender = male or female student 
Size = larger school (over 1100) or 
smaller school (less than 1100) 
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Table 3b. Factor mean scores based on gender of student respondent, size 
of school, and home economics enrollment 
Gender School Size Enrollment 
Male Female Large small Enrolled Not Enrolled 
(*"46) (*"133) (»>90) (N=89) (N=91) (N=88) 
CD 5.07 6.09 5.87 5.79 6.16 5.49 
CP 5.39 5.86 5.61 5.87 5.97 5.51 
CE 4.75 5.55 5.46 5.23 5.74 4.94 
FR 5.16 6.04 5.81 5.81 6.13 5.49 
FN 5.22 6.03 5.76 5.88 6.12 5.50 
HHP 4.86 5.85 5.65 5.54 6.06 5.12 
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Table 3c. Factor means for home economics subject areas with significant 
interaction cell means 
Clothing 
& 
Textiles 
Enrolled 
Not Enrolled 
Large School 
5.46 
5.00 
Shall School 
6.03 
4.87 
Food 
& 
Nutrition 
Enrolled 
Not Enrolled 
5.82 
5.70 
6.44 
5.31 
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Table 4. Reasons given for not enrolling in home econonnics programs 
by male and female students 
Means 
F Ratio Hale Female 
(N = 46) (N - 133) 
Schedule conflict 1.23 2.94 3.97 
College entrance requirements 
increased 
No interest 
2.13 2.79 3.11 
4.30** 3.42 2.34 
Wouldn't meet college entrance 
requirements .86 
Lack of time due to extrar 
curricular activities 2.34 
Increased requirements for 
high school graduation 1.44 
No time due to employment 
outside of school 2.34 
Stereotypes associated with 
home economics 
Influence of friends not to 
enroll in home economics 
Influence of paraits not to 
enroll in home economics 2.75* 
Guidance counselor suggests 
against enrolling in home economics .81 
2.55 2.59 
2.76 2.52 
2.21 2.63 
2.21 2.18 
6.06**** 2.67 1.64 
5.02*** 2.36 1.55 
1.67 1.63 
1.64 1.62 
***, 
**** 
*=p < .05 
**=p < .01 
fp < .001 
Hp < .0001 
Likert scale of 1 to 5 was used vAiere 1 = unlikely and 5 = likely. 
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Table 5a. Fast involvement in home economics programs 
Number of semesters Paraits Students 
Non-
Ehrolled enrolled Male Female 
(N > 91) (N = 88) (N = 46) (N - 133) 
None 9.2% 0.0% 28.4% 32.6% 7.5% 
Less than 1 semester 2.3% 2.2% 8.0% 6.7% 3.8% 
1 semester 13.8% 8.8% 20.5% 19.6% 12.8% 
2 semesters 29.9% 20.9% 26.1% 21.7% 24.1% 
3 or more semesters 41.4% 68.1% 15.9% 17.4% 51.1% 
Note: percentages may not total 100% due to rounding. 
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Table 5b. Familiarity with home economics 
All 
Paraits Students Students 
Enrolled Nonenrolled 
(N « 87) (N » 179) (N = 91) (N = 88) 
Very familiar 9.4% 24.6% 38.5% 10.2% 
SonaAat familiar 62.4% 50.3% 50.5% 50.0% 
Undecided 2.4% 6.1% 7.7% 4.5% 
Not very familiar 22.4% 12.3% 3.3% 21.6% 
Very unfamiliar 3.4% 6.7% 0.0% 13.6% 
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ABSOMCT 
The purpose of this study was to test the applicabili^  of Bloch and 
Richin's theoretical model on image percutions as it relates to the 
marketing of heme economics programs to high school students. Testing of 
the applicability of this model to the marketing of heme eoonemics 
involved analyzing the influencers of perceptions of product meaning 
(image perceptions of home eoonemics content) ; enduring inportance 
(studeit's future plans for career and family); and perceived risk (future 
educational plans for the student held ty the student, their parents, 
friends, guidance counselors, and teachers) on the task-related response 
to purchase the product (enroll in home economics). One hundred 
seventy-nine studeits from 20 high schools representing a stratified 
random saniple of Iowa schools participated in the study. A questionnaire 
was designed to ascertain students' perceptions of home economics content 
areas, their future career and family plans, and the influence of others 
such as parents and friends to their decision to enroll in heme economics. 
Multiple regression analyses were run to operationalize a path analysis 
approach to the theoretical model. Results indicated that the variables 
with the largest total effect in the model were the number of semesters of 
home economics the respondent had taken and the respondents' perceptions 
of the image of heme eoonemics. Correlations indicated that future career 
and family plans of the student and their perchions of their parents' 
views toward their future also influenced the decision to enroll. 
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nmtODUcnoN 
Marketing home ecsonomics has been advocated by state and national 
organizations. Yankelovich (1974) in his stu^  for the American Home 
Economics Association recommended that a clear and consistent image of 
home economics be promoted. Johnson, Holcombe, Kean, Woodward, OVieeten, 
and Hafer (1987) provided evidence that the image of home economics as 
"cooking and/or sewing" was still alive and well in the 1980s. As a 
result the researchers supported a continued need for public relations 
because the general public was not aware of the many roles that home 
economists have. A study by Burnett, Harrison, and Miller (1986) also 
stated there was a need to iirprove communicative linkages among teachers 
and administrators to transmit needs, priorities, curriculum strategies, 
and general information regarding home economics programs. Johnson 
(1987b) recommended the utilization of effective recruitment strategies 
for hme ecœomics programs as essential for the survival of undergraduate 
programs. Results from those %Ao have inplemented recruitment strategies 
have shown positive impacts on program growth and image (Torrie, 1988). 
Marketing home economics programs can be viewed as contributing to the 
overall goal of vocational education, vAiich is to provide appropriate 
vocational education experiences for all students vAio can benefit (Evans & 
Herr, 1978). 
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In viewing marketing more broadly. Murphy and Enis (1986) stated that 
the benefits ei^ ected from the product must be equal to or greater than 
the price paid by the consumer. Marketing involves the mutual 
satisfactim of the seller and the buyer through the exchange of a product 
(Kotler, 1972). A marketing strategy is a set of activities that 
determines the benefits that will satisfy the buyer in a specific 
situation and offers a product that will provide those benefits. KOtler 
(1972) stated that the benefits of the product must be equal to or greater 
than the price paid by the consumer. Several sources have stated that the 
product is often perceived by the buyer to be a group of characteristics 
including: qualities, processes, and/or capabilities (goods, services, 
and ideas) that are expected to provide satisfaction (Leavitt, 1980; 
Kotler, 1984; Ehis & Roering, 1980). 
If heme economics can be viewed as the product, then students can be 
viewed as the consumer. ïhe risk or price paid in electing to take a home 
economics course would equate to the amount of time or money spent in 
purchasing the product. By selecting a home economics course the student 
may be missing out on other requirements or electives that will assure 
hin/her of acceptance at a post-secondary institution. Other factors may 
influence the "price paid" such as peer acceptance or stereotypes that are 
generated of students enrolled in home economics courses. Jacoby and 
Kaplan (1972) distinguished five types of risk in making a decision to 
purchase a product: 1) financial risk v*ere the product will not be worth 
the price; 2) p^ hological risk vdiere a poor product choice will harm a 
buyer's ego; 3) physical risk v^ ere there is risk to the buyer's safety; 
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4) functional risk where the product will not perform as e3q)ected; and 5) 
social risk Wiere the product choice may result in embarrassment before 
one's family/friends/Vmrk group. Hie implications of the social risk in 
taking a home economics course seems the most relevant as studaits, 
especially males, may be questioned as to «Aiy they may have enrolled in 
this subject, traditional mores may indicate the subject matter is not 
^^ propriate, but curr&tt lifestyles and expectations of males would 
indicate the necessity of developing skills such as those taught in home 
economics. 
Lytton and Carsky (1987) suggest that the mission of the organization 
should provide the framework for the development of a marketing strategy. 
This would indicate that the focus of the home economics message that 
"should be on enabling families, both as individual units and generally as 
a social institution, to build and maintain systems of action vAiich lead 
1) to maturing in individual self-formation and 2) to enlightened, 
cooperative participation in the critique and formation of goals and means 
for accompanying them" (Brown & Paolucci, 1979, p. 47). There has been 
concern by professionals in the field of home economics that the 
perceptions of society toward home economics do not represent an accurate 
picture. Home economics, however, has been viewed as highly marketable 
because it addresses the day-to-day living needs of people at all ages 
(Miller, 1981). 
KotU.er and Levy (1969) describe marketing as that function of the 
organization that ke^  in ccmstant touch with the organization's 
consumers, reads their needs, develops 'products' to meet those needs, and 
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creates a program to connunicate the organizational purpose (p. 15). In 
developing a marketing planr assessing the current image of the product is 
the first step. The image of an organization is conposed of at least six 
components (American Vocational Association^  1988). These components are: 
beliefs or values such as vtiat you want others to think of your program; 
traditions and visions that explain the history of your program and vAiere 
you are headed in the future; the service focus or vdio are your audiences; 
a mission statement; slogans or phrases that could serve as reminders of 
the values and mission statement; and operational guidelines, nie second 
step is to determine the target market on which the strategies will focus. 
In the case of home economics, the primary target would be the students. 
%ose who influence the students' career choice and essentially the 
high school coursework would be another target group. Goggans (1980) 
believes student apprehension about taking a vocational education course 
in what would be considered a nontraditional area is the result of the 
reaction of those who are influential in the personal life of the 
students—namely parents, peers, and other family members. Parents and 
peers often help determine the values and expectations that dictate 
behavior and influence the decisions made ky students. 
Other risks students need to consider are related to taking the 
necessary courses to meet college entrance or high school graduation 
requirements. Reports such as A Nation at Risk (National Commission on 
Excellence in Education 1983), the Holmes Group (1986), and the College 
Entrance Examination Board (1983) report on Academic Preparation for 
College have greatly influenced the demand for academic courses with 
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specific recommendations for increased requirements in Ehglish, math, and 
the sciences. Both math and English requirements have been increased in 
most schools as secondary education has attempted to better prepare 
studmts to alter college. These increased requirements have affected the 
ability of students to enroll in elective courses such as home economics 
because the opportunity to take electives has decreased. Ohe Carnegie 
Task Force (1983) expanded the previous reports' suggestions for high 
school preparation to include: four years of English, three years of 
mathematics, three years of science, three years of social studies, a half 
year of computer science and for those going to college two years of 
foreign language (p. 24). Academic courses, however, should not be in 
competition with vocational education as was pointed out in investing in 
Qir Children (Comnittee for Economic Development, 1985). 
As a result of the stu(^  on "High School Graduation Requirements and 
Enrollment Patterns in High School Vocational Education Programs in the 
United States, " Frantz, Strickland and Elson (1986) recommended that state 
and local administrators of vocational education be responsive to 
enrollment declines and use initiatives and strategies to provide 
opportunities for students to enroll in vocational education courses. 
Johnson (1987b) pointed out that prospective students, through a variety 
of recruitment strategies, can be made and how they can be a part of this 
dynamic field. 
theoretical Model 
theory provides a shorthand for communication that organizes and 
generates new ideas (Cdien, 1980). Theory also assists in guiding the 
87 
investigator by generating explanations and making predictions. Fisher 
(1978) states, however, that theory can only be adequate if it contains 
all the theoretical concepts necessary to derive explanations. Fisher 
(1978) goes m to explain that theory directs the researcher beyond their 
own conscious control to observe the idienomencxi within certain categories, 
terms, or concepts. Ihe researcher's concepts are limited to those 
theoretical concis with v^ ich he/she has chosen to work. 
In the field of marketing, Bloch and Richins (1983) develqped a 
theoretical model for the stu(^  of product importance perceptions (see 
Figure 1). This model examines the framework of product importance vAiich 
is developed along three canponents: sources (i.e., consumer, product, 
and situation), importance (i.e., aiduring or instrumental importance), 
and response (i.e., ongoing or task-related). Die model attempts to 
recoœize the concept of product importance in order to clarify and unify 
a numter of related concepts that have a{^ ared in marketing literature 
(Bloch & Richins, 1983). %e model presses possible sources and outputs 
of product perceptions as well. 
Insert Figure 1 About Here 
The theoretical model developed by Bloch and Richins (1983) used in 
studying product importance perceptions qperationalizes several variables 
that can assist in the evaluation of the perceived image of heme economics 
programis and in the marketing of secondary home economics programs to 
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students. %e first component of the model contains the sources of 
perceptions and is composed of the consumer, the product meaning and 
attributes, and the situation specific to eliciting a task-related 
response. In applying these conponaits of the model to the marketing of 
secondary home economics programs the consumer is the student, product 
meaning is the image of home economics programs, and the situation is the 
previous contact with the home economics program. 
%e variables in the model were operationalized by specific questions 
or scales on the questionnaire. The variables representing the first 
component (i.e., sources of perceptions) were measured by the follcwing 
questions. The student (i.e., consumer) aspect of model was 
operationalized by using gender of the respondent as the k^  variable of 
interest (see Figure 2). Ihe image of heme economics (i.e., product 
meaning) was measured by studoits' response to a 17-item semantic 
differential scale designed to ascertain beliefs about the image of six 
home economics subject matter areas. The scale assessed student 
perceptions related to their future use of home economics concepts, 
stereotypes about home economics, academic orientation of home economics 
contait, and classroom atmosphere. The past involvanent (i.e., situation 
specific to eliciting a task response) was measured l:y the number of 
semesters a student had been enrolled in home economics. 
Insert Figure 2 About Here 
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The importance component of the model reflects two types of 
importance, enduring and instrumental (see Figure 2). The enduring 
importance as applied to the marketing of home economics programs consists 
of the long term goals of the student (i.e., the ccmsumer). These were 
measured by students' responses to an instrument ascertaining their future 
family and career goals (Blinn & Pike, 1986). These goals were then 
analyzed for their contributions to the model in order to determine their 
perceived value of home economics. Instrumental importance is influenced 
by perceived risk and involves the student (i.e., the consumer) in a 
choice situation. Risk was viewed as the amount at stake in electing to 
take a home economics course and the influence of others in deciding on 
the coursework to be taken. In qperationalizing this variables the 
influence of parents, friends, and guidance counselors on the students' 
career decision-making process and hence, their coursework selection, was 
recognized. The student's (i.e., the consumer's) subjective feelings of 
certainty about the favorableness of the purchase consequences determine 
vAiether the risks are positive or negative. In applying these concepts to 
marketing home economics programis, risk (i.e., instrumental importance) 
was measured by asking students what their parents, friends, teachers, and 
guidance counselors believed the student's future educational aspirations 
should be. The literature supported the role of these groups as 
influencers on the student career selection process (Johnson, 1987a; 
Vaines & Arcus, 1987; W&ll, Holt, Harrison, Kbtrlik, 1987; Wëndland, 
1987). 
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ïhe last step in the application of the model to home economics 
programs was to examine situational involvement as measured by the 
students* current enrollment characteristic (i.e., %*ether or not the 
student was enrolled in a home economics program currently). This 
variable was used as the dependent variable in testing a portion of the 
theoretical model. The final portion of the model by Bloch and Richins 
(1983) was not tested because it dealt with future responses that could 
not be measured at the present time. 
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PURPOSE 
%e purpose of this study was to test the applicability of these 
oomponaits of Bloch and Richins theoretical model as they relate to the 
marketing of home economics programs to hic^  school students. Specific 
objectives were to: 
1) Determine the influence of students' perceptions of 
home economics content, future for family and career 
plans, and perceived risks on the decision to enroll 
in home economics. 
2) Test the following relationships: 
a. Gender of the student (i.e., the consumer) and 
the semesters of past involvement in home 
economics (i.e., the situation) will influence 
perceptions of the image of home economics 
(i.e., the product). 
b. Gender of the student (i.e., the consumer), 
semesters of past involvement in home economics 
(i.e., the situation), and perceptions of the 
image of home economics (i.e., the product) will 
impact the future family plans of students 
(i.e., enduring importance). 
c. Gender of the student (i.e., the consumer), 
semesters of past involvement in home economics 
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(i.e., the situation), perceptions of the image 
of home economics (i.e., the product), and 
studâits' future family plans will contribute to 
their future career plans (i.e., enduring 
importance). Both future family and career 
plans were entered separately as variables 
associated with enduring importance. 
Gender of the student (i.e., the consumer), 
semesters of past involvement in home economics 
(i.e., the situation), perceptions of the image 
of heme economics (i.e., the product), and 
studaits' future family plans and career plans 
(i.e., enduring importance) will affect 
perceived risk associated with enrolling in home 
economics (i.e., instrumental importance). 
Gender of the student (i.e., the consumer), 
semesters of past involvement in home economics 
(i.e., the situation), perceptions of the image 
of home economics (i.e., the product), and 
students' future famdly plans and career plans 
(i.e., enduring importance), and perceived risk 
(i.e., instrumental importance) will contribute 
to the students' current enrollment status in 
home economics (i.e., situational involvement). 
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As these objectives were operationalized, the last variable listed in each 
st^  was the dependent variable in the regressim equatim. 
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HEOHODQLOGÏ 
The survey approach was selected because it could be used to reach a 
large number of respondents in diverse geographical areas within the state 
of Iowa. Questionnaires were printed in a photographically reduced 
bocriclet format as suggested by Dillnan (1978). Ihe population for this 
research consisted of hic^  school juniors and seniors, parents, and 
guidance counselors. Thirty schools were selected in a stratefied random 
sample so that half the students were from smaller school districts (under 
the median of 1100 students in grades K through 12) and half were from 
larger school districts (over 1100 students enrolled). Both groups were 
asked to respond to a basic demographic instrument and semantic 
differential scales assessing their perceptions of the six heme economics 
content ares identified by Hughes, Rougvie, and Woods (1980). Students 
also were asked to respond to items ascertaining future family and career 
aspirations. Permission to conduct the stu^  in each district was granted 
by the adndnistrator in the local school. %on receiving notification 
that permission had been granted, a packet of materials was sait to the 
home economics teacher in 30 randomly selected districts. Twenty 
districts agreed to participate. 
Respondents included 179 students who were juniors and seniors in high 
school and were evenly distributed between smaller schools (under 1100 
enrollment) (1^ 89) and larger schools (over 1100 enrollment) (N=90). 
Forty-six of the respondents were male and 133 were female. The 
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instructions to the heme economics teachers were to randomly select 
studaits so although the sample was not gender balanced it was believed to 
be an accurate representation of enrollment in home economics in those 
districts. Eighty-two students were juniors, 94 were seniors, and three 
did not indicate their present grade level. Ninety-one of the students 
were currently enrolled in a home ecmomics snrogram and 88 were not 
enrolled. Of those vho reported being currently enrolled in a home 
economics program, 28% were enrolled in Child Development or Parenting, 
19% in Family Relations, 24% in Food and Nutrition, 18% in Clothing and 
Textiles, 2% in Consumer Education, and 9% in Housing/home Furnishings/ 
Equipment. %e response rate for the students was 89.5%. 
Instrument Development 
Ttiandis (1971) defined attitudes as what people think or feel about 
an object and indicated that behavior is determined not only by what they 
would like to do but also by vAat is socially acceptable. Fishbein and 
Ajzen (1975) suggested that attitude is distinguished from other concepts 
because of its affective nature and should be measured by a procedure that 
locates the subject on a bipolar affective or evaluative dimension. 
Affect is defined as a person's feelings toward and evaluation of sane 
object, person, issue, or event (Fishbein & Ajzen, 1975). Attitude toward 
an object is seen as related to the person's intentiws to select a 
behavior related to his/her beliefs about the object. 
Sherif and Sherif (1967) stated that the use of the semantic 
differential scale to assess the individuals judgement of the attitude on 
all dimensions of meaning is more informative than the measurement of 
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"attitude" alone that are represented by ratings on the "evaluative 
dimension." believe that semantic differential scales give more 
information about the meaning of the attitude object than can be obtained 
from ratings on an evaluative dimension. Psycho-social scales reflect the 
stand taken by groups, ky strata, or by entire populations at a given 
period and the individual differences in attitude can be gauged relative 
to the current patterns of acceptability and rejection and their changes 
(Sherif & Sheriff 1967). For those reasons a semantic differential scale 
was determined to be most useful in establishing a measurement of these 
attitudes toward this home economics research. 
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DATA ANALYSIS 
Descriptive statistics were used to conduct a preliminary analysis on 
all of the variables studied. Questions relating to the image of home 
economics (i.e, product importance), future family and career plans (i.e., 
enduring irrportance), perceived risk associated with the decision to 
enroll in home economics (i.e., instrumental importance), and current home 
economics enrollment (i.e., situational involvement) were examined in 
order to analyze the applicability of the theoretical model to the 
marketing of home economics programs. 
The component of the model representing the student (i.e., the 
consumer) was entered in the regression as the respondent's gender. This 
was one of the first independent variables entered along with past 
involvanent (i.e., the situation vdiich was measured by the number of 
semesters of home economics the student had taken. %e dependent variable 
for the first regression equation was students' image perceptions of hone 
economics (i.e., the product). The description of this dependent variable 
follows. 
Word pairs were selected to represent five major concepts that 
indicated both positive and negative characteristics of hme economics 
content. These word pairs were then used as an indicator of students' 
overall image of home economics (i.e., the product. Factor 1). ïhe five 
cwcepts represented were: image of contait, future use, stereotg^ s, 
academic orientation, and classroom atmosphere. A total of 17 word pairs 
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were used and students responded using a 7-point semantic differential 
scale format. A response of '7' was associated with a positive 
characteristic and '1' with a negative characteristic. If there was no 
clear indicatim in the word pair of positive or negative oxmotations, 
the researcher arbitrarily assigned a positive value to one of the words 
in the pair. 
The six home economics contait areas (i.e.. Child Development, 
Clothing and Textiles, Consumer Education, Family Relations, Food and 
Nitrition, and Housing and Home Furnishings) were factor analyzed to 
condense the number of word pairs into a single factor that could be used 
for further analyses. The results for each content area showed there was 
a single factor that accounted for over 40% of the variance. Since 40% or 
more of the variance was explained by this first factor, no attempts were 
made to identify additional factors. Individual variables (word pairs) 
with a loading of .50 or higher were retained in the factor. Seven word 
pairs were found to be common to four or more of the six home economics 
content areas. These seven word pairs were highly correlated (p < .0001) 
across the subject areas and were combined to form a compositive factor 
(Factor 1). The seven word pairs represented students' image perceptions 
of home ecmmics. The word pairs were: worthless/valuable, 
despised/respected, unpleasant/pleasant, iirportant/uninportant, 
inefficient/efficient, apathetic/hotivating, and boring/interesting. The 
coefficient alpha reliability for this factor was .97. 
A second factor analysis (Factor 2A) was computed to represent the 
dimension of future family plans of the students (i.e., enduring 
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importance) in order to test the theoretical model. A single factor 
represaiting 32.6% of the variance had an eigenvalue of 2.95 and contained 
the following items: 'Be a parent', 'Be a gran^ rent', and 'Work 
fulltime vAiile you have infants or small children'. The factor loadings 
for the first two items were .91 and .82 respectively. The third item 
'work fulltime vAile you have infants or small dhildren' loaded at .20. 
Because of its relatedness to the first two items the third item was 
retained because it was the only other item grouped within this factor. 
This factor had a reliability of al^ ia .61 and was used to represent 
future family plans of the student (i.e., enduring importance, Factgor 
2A). 
A factor analysis for the concept of future career plans of the 
student (i.e., enduring importance, Factor 2B) also yielded one factor. 
This factor explained 19% of the variance and had an eigenvalue of 2.14. 
This was the most variance e^ lained by any one factor land contained three 
items loading .50 or above. It had a coefficient alpha reliability of .60 
and was selected to represeit future career plans of the student. The 
items represented included in the factor were: 'Have an education beyond 
a bachelor's degree', 'Work full time', and 'Work part time'. 
The component of the mcdel r^ resenting perceived risk associated with 
enrollment in home economics (i.e., instrumental importance. Factor 3) 
contained four items. The items asked the respondent to indicate vdiat 
he/she believed others such as his/her father, mother, guidance counselor, 
teacher, friaids, and the student himeeU/herself, thought the student 
should do following high school (i.e., get job, enter the military, go to 
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trade school, or attaid college). A factor accounting for 47.7% of the 
variance and having an eigenvalue of 3.34 resulted. It included the 
following individuals as important influencers: the student (factor 
loading .81), student's mother (factor loading .77), student's father 
(factor loading .76), and student's friends (factor loading .49). The 
reliability for this perceived risk in enrolling in home economics (i.e., 
instrumental importance. Factor 3) was .83. 
The theoretical model was tested using a path analysis ^ roach that 
utilized a series of multiple regression analyses to test relationships 
among the dependent and independent variables. In the regression results 
the betas are the path coefficients used in the path analysis (Pedhazur, 
1982). The percaitage of variance explained (R) was conputed for each 
equation. The four recursive linear equations for the model were: 
A 
Image of home economics = a + b^  xi 
Future family plans = a bi Xi 
Future career plans = a +6*^ 1 bi xi 
Perceived risk = a + i'^ jbi xi 
Enrollment = a +£;.ibi xi 
vdiere 
= gender of the student (i.e., the consumer) 
 ^= semesters of home economics taken (i.e., past involvement) 
"3 = home economics image (i.e., the product. Factor 1) 
b4 = future family plans (i.e., enduring importance. Factor 2A) 
bg « future career plans (i.e., enduring in^ wrtance. Factor 2B) 
bg = perceived risk (i.e., instrumental importance. Factor 3) 
Total effects, indirect effects, and direct effects also are possible 
to determine through a multiple regression analysis. Ohe direct effect is 
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the part of a variable's total effect that is not trananitted via 
intervening variables and the indirect effect is that part of the 
variable's total effect that is tranamitted by intervening variables 
(Frerichs, Crawford, & Remis, 1989). The total effect is the amount of 
change in an effect (d^iendent) variable caused by a given shift in à 
caused (independent) variable (Frerichs, Crawford, & Kemis, 1989). 
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RESULTS AND DISCUSSION 
Each of the components of the model that were factor analyzed (i.e., 
image, future family and career plans, and perceived risk) will first be 
presented in a descriptive summary. This information is useful in 
interpreting the trend of the studeits on all questions, not just those 
that were used in the factors selected for use in the model. Inferential 
statistics will then be used to indicate the relationship of each 
component of the model. The total effect, indirect effect, and direct 
effect of each confxxient in the model will be analyzed for its 
contribution to the path analysis. 
Image of Home Economics 
The students responded to 17 word pairs on a semantic differential 
scale to ascertain their perceptions of the image of six home economics 
ccxitent areas. A 7-point scale was used to record student responses. 
Five concepts were represented by the word pairs: image of content, 
future use, stereotypes, acadonic orientation, and classroom atmosphere. 
The grand mean results across all six content areas indicate results of 
the perceptions of home economics with the values of each word pair as 
follows: 
The concept of perceived image was represented by four of the 17 word 
pairs. Image of home economics contait was viewed as more valuable (7) 
rather than worthless (1) (X = 5.92), respected (7) rather than despised 
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(1) (X = 5.49) f pleasant (7) more than unpleasant (1) (X = 5.49) ; and 
important (7) over unimportant (1) (X = 5.96). 
Future use of home economics was represented six concepts in the 
instrument. Future use of home economics was believed to be more 
efficient (7) than inefficient (1) (X = 4.83); neither extremely 
idealistic (1) nor realistic (7) (X = 4.30); not just skill-oriented (1) 
or knowledge-oriented (7) (X = 4.37); botii career-centered (1) and 
family-centered (7) (X = 4.09); relatively stable (1) rather than 
changeable (7) (X = 3.48); and slightly more traditional (2) than 
futuristic (7) (X = 3.62). 
One concept was used to indicate stereotypes associated with home 
ecmomics. The stereotype of home economics as more feminine (1) than 
masculine (7) (X = 3.49) appears to exist only marginally. 
Four word pairs were used to represent academic orientation. ïhe 
academic orientation of home economics was described as more scientific 
(7) than unscientific (1) (X = 4.10); viewed to be slightly more easy (1) 
than difficult (7) subject (X = 3.57); useful (7) than useless (1) (X = 
6.02); somevAiat more acadanic (7) than nonacademic (1) (X = 4.47). 
The classroom atmosphere of hone economics programs was described as 
motivating (7) not apathetic (1) (X = 5.14) and interesting (7) rather 
than boring (1) (X = 5.18). These findings identify the strengths and 
weaknesses of the image of home economics and have implications for 
marketing strategies vAiich can be developed. 
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Future Plans 
Future family and career/educatiw plans of students were measured 
using the following Likert scale: 1 • Extremely unlikely^  2 = Unlikely, 
3= Undecided, 4= Likely, and 5 = Extremely likely. Results of the 
studeits' responses regarding their future plans are shown in Table 6. 
Studaits' foresaw themselves as 'Extremely Likely' to marry only once 
(55.9%), be a parent (57.5%) be a gran(%arent (45.3%), work fulltime 
(45.8%), earn more mmiey than their parents (44.7%), and be in a dual 
income family (52.5%). These findings indicate that students believe they 
will assume traditional family roles vdiile at the same time be part of a 
dued earner family. 
Insert Table 6 About Here 
Perceived Risks 
To determine the risks perceived (i.e., instrumental importance. 
Factor 3) by students in choosing to enroll in home economics, their 
future career and educati<mal goals were studied. Responses from the 
students indicated that 77% plan to go on to college. It has been 
documented that individuals such as parents, friends, and school personnel 
(i.e., guidance counselors and teachers), have an impact on the student's 
career choice. Ihe students beliefs regarding influencers effecting post 
graduation plans also were examined. Seventy-two percent of the students 
believed their father thought th^  should attend college, and 76% reported 
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their mother thought the students should attend college. Eighty-two 
perceit of the students stated that their guidance counselor believed they 
should attend college and 80% reported that their teachers also believed 
they should attend college. In response to vAat the student believed 
their friends thought th^  should pursue, 76% reported that their friends 
believed the student should go to college. These perceptions indicate 
that the influencers on students' career choices support an academic 
curriculum, v^ ich would assist the students in being able to enter a 
college or university. Hence, taking vocational courses such as home 
economics that do not count toward college entrance requirements would be 
considered a risk. 
Testing the Theoretical Model 
A correlation matrix was calculated for all of the variables retained 
in the model. Confutation of such a matrix is recommended as a 
preliminary step in model testing by Vfârren, Klonglan, and Faisal (1977). 
%e results of this matrix are reported in Table 7. Thirteen significant 
correlations were found to exist among the components of the model. Rie 
correlations that indicate a path analysis are: gender of the student 
(i.e., the consumer) and semesters of home econonnics taken (i.e., the 
situation) are significantly correlated with the image of home economics 
(i.e., the product, Factor 1) (r = .36**** and r = .26**** respectively). 
The image of home economics (i.e., the product. Factor 1) is significantly 
correlated with perceived risks (i.e., instrumental importance. Factor 3) 
(r = -.19**) but not with future family and career plans as would have 
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been predicted by the model. It was determined that the effect of 
student's future family and career plans needed to be tested in the model 
to determine its impact. %e perceived risks (i.e., instrumental 
importance. Factor 3) and enrollment characteristic, vAiether or not the 
student was enrolled in hone econcmics (i.e., situational involvanent), 
did show a significantly negative relationship (r = -.12*) as was to be 
expected. All components, with the exception of future family and career 
plans, were significantly related to the enrollment characteristic. 
Insert Table 7 About Here 
Results of the multiple regression analyses indicated that the 
semesters of home economics taken (i.e., the situation) significantly 
contributed to the total effect of the image of home econcmics (i.e., the 
product. Factor 1) (T&ble 8, beta = .31****), Gender of the student 
(i.e., the consumer) also was a significant contributor, although a 
negative one, to the future career plans of the student (i.e., enduring 
importance. Factor 2B). The high score for perceived risk (i.e., 
instrumental importance. Factor 3) had a significant negative contribution 
from both past semesters and the image of home eccnonics (i.e., the 
product. Factor 1). For students lAo were planning to go to college, the 
risk of enrolling was higher, hence contributed negatively to the past 
enrollment and image perceptions of hone economics. Hie future family and 
career plans of the student (i.e., enduring importance. Factors 2A and 2B) 
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significantly contributed to the perceived risk associated with enrolling 
in home economics (i.e., instrumental inportance. Factor 3). Ohe 
semesters of involvement (i.e., the situation) and image of hcxne economics 
(i.e., the product. Factor 1) also significantly contributed to the 
perceived risk (i.e., instrumental importance. Factor 3), but with a 
negative impact. 
Place Table 8 About Here 
In the final equation of the model using the path analysis approach 
the number of semesters of home economics taken (i.e., situation) 
contributed significantly to the enrollment characteristic, v^ ether the 
student was currently enrolled in a home economics course (i.e., 
situational involvement) (Table 8, beta = .50****). The image of home 
economics (i.e., the product. Factor 1) also made a significant 
contribution to the total effect of whether a student was currently 
enrolled in home ecaicmics (see Table 8, beta = .23***), Gender of the 
student (i.e., the consumer), future family and career/educational plans 
(i.e., enduring importance. Factors 2A and 2B) did not contribute to the 
total effect of the enrollment characteristic (i.e., situational 
involvement) nor did perceived risk (i.e., instrumental imortance. Factor 
3). 
Because the final step of the multiple regression used the dicotonous 
variable Enrollment, discriminant analysis was also used. Discriminant 
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analysis showed the variables sex, semesters, and image of home economics 
(i.e., the product, Factor 1) as those most highly correlated with the 
discriminant function, niese three variables also had the highest values 
for the standardized canonical discriminant function coefficient in 
comparison to the other variables. When the multiple regression data were 
reclassified for the discriminant function however, it could be correctly 
predicted 78% of the time, therefore, the theoretical model as presented 
should not be used for predicting enrollment in home econonics. The model 
did identify two very important factors vAiich contributed to the model. 
The present measurement model testing of this theoretical model for 
its relevance in predicting the decision to enroll in home economics 
utilized several concepts believed to affect this decision. Results 
indicate that the combined effect of the student's prior semesters of 
enrollment in home economics (i.e., the situation) and their perceptions 
of the image of home economics (i.e., the product, Factca: 1) are 
associated with their current enrollment in home economics and contribute 
to 32 percent of the variance explained. Because more than 25% of the 
variance was explained, a conmon criterion in social science research, it 
can be concluded that these variables do provide a partial explanation of 
the decision to enroll in hone economics. 
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CONCLUSIONS 
The positive aspects of home economics as perceived by the students 
appear to be the usefulness of the content, its inportance, and value. 
Home economics also was viewed eis respected and pleasant. %e classroom 
atmosphere was viewed positively as motivating and interesting. 
Areas that i^ ssiUy need more mghasis in a marketing approach would 
be that home economics can be futuristic and meet the changing needs of 
today's student/family. Emphasizing home economics as a realistic 
approach to everyday problems also would be a strategy to Implement. 
The future family and career plans of students are more difficult to 
assess because studmts may have unrealistic views about their adult life. 
It was noted, however, that most students perceived themselves to be part 
of traditional family but also realized th^  would be a member of a dual 
earner family. Many students viewed themselves as working full-time while 
having infants or small children. 
Perceived risks associated with the decision to enroll in home 
economics represent a valid concern for vocationed home economics. Over 
three quarters of the students (77%) believed that they would be attending 
college and stated that the influential people in their lives also 
believed they should attend college. The push for academics and increased 
college eitrance requiremaits appears to have convinced the majority of 
this sample that college is v^ ere they should be. 
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This stu(^  is significant because it shows the relative influence of 
several key variables, derived from an ^ {>lication of a theoretical 
marketing framework, in the decision to enroll in a home economics 
program. The study also provides important information to persons 
marketing home economics. Different approaches will need to be adg^ ed 
based upon the prospective studoit's prior contact with home ecmomics and 
perceived image of home economics content. Marketing literature supports 
the need to develcç strategies that focus on specialized interests and 
needs of various target audieices. 
This study supported the need for the development of strategies v^ ich 
emphasize: 1) a positive image of home economics; 2) future use based on 
family, career, and educational plans, of home economics; and 3) a 
reduction of the risk associated with enrollment. Home economics needs to 
actively pursue promotion of its programs. Students who are in a college 
preparatory program need to be made aware of the value of home economics 
programs. Gaining college and university approval to count selected 
courses as social or natural science entrance requiranmts could result in 
students taking courses that will assist them in reaching their future 
family and career goals successfully. 
Those working with students in honte economics programs need to realize 
that a high percentage of high school students believe th^  are preparing 
for college upon graduation. Marketing efforts may need to be directed 
toward other groups such as parents and school personnel so they can 
influence the students' career and educational goals. A variety of 
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marketing strategies designed to target various audiences is the best 
assurance that an accurate image of home economics will be conveyed. 
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Table 6. Future plans of students 
Extremely Extremely 
Unlikely Unlikely Uhdeclded Likely Likely 
(D* (2) (3) (4) (5) 
PAMITY 
Marry only once 3.9% 1.7% 7.3% 31.3% 55.9% 
Marry more than once 55.9% 28.5% 11.2% 2.8% 1.7% 
Stay single 50.8% 22.9% 18.4% 3.4% 4.5% 
Be a parait 3.9% 2.8% 10.1% 25.7% 57.5% 
Stepparent 36.3% 34.6% 22.3% 5.0% 1.7% 
Grandparent 5.0% 2.2% 5.9% 38.5% 45.3% 
Be a single parait 45.8% 53.1% 13.4% 5.6% 1.7% 
Be an ad^ ive parent 16.9% 17.5% 43.5% 16.9% 5.1% 
CAREER AND EDUCATION 
Plan own work hours 5.6% 22.5% 34.8% 27.5% 9.6% 
Work full-time .6% 3.9% 8.9% 40.8% 45.8% 
Work part-time 20.1% 27.9% 25.1% 22.9% 3.9% 
Be self-employed 15.6% 24.0% 31.3% 20.1% 8.9% 
Have education b^ ond 
a BA degree 10.1% 15.2% 29.8% 5.8% 19.1% 
Work in an office 12.8% 16.2% 18.4% 33.0% 19.6% 
Change jobs at 
least once 3.9% 10.1% 20.8% 43.4% 21.9% 
Earn more than 
your paraits .6% 2.8% 12.8% 39.1% 44.7% 
Work in industry 24.2% 37.1% 26.4% 9.0% 3.4% 
ftavel in your work 8.4% 17.3% 25.7% 34.6% 14.0% 
Have a dual income 
family 2.2% 1.7% 10.1% 33.5% 52.5% 
Work full-time vAiile 
children are small 16.2% 20.7% 28.5% 21.8% 12.8% 
%ikert scale used where 1 was low and 5 was high 
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Table 7. Correlations between components of marketing model 
operationalized 
Variables 
Sex Semesters Factor Factor Factor Factor Enrolled 
1 2A 2B 3 
Gender/ — 
Consumer 
Semesters/ .39**** — 
Situation 
Factor 1 ,36**** ,26**** 
Factor 2A .05 -.02 
Factor 2B -.15* -,14* 
Factor 3 .06 -.11 
Enrolled .24*** .52**** 
.01 — 
-.04 -.00 
-.19** .18** 
.34**** .05 
.15* 
-.11 -.12* 
*p i .05. 
**p 1 .01. 
***p i .001. 
****p i ,0001. 
Factor 1 = image of home economics 
Factor 2A = future family plans 
Factor 2B = future career plans 
Factor 3 = perceived risk 
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Table 8. Direct and total effects for corponaits of marketing model 
Indirect Effects Via 
Dependent Independent Total Factor Factor Factor Factor Direct 
Variable Variable Effect 1 2A 2B 3 Effect 
Factor 1 
(product) 
sex 
semesters 
R2 
F « 
= .15 
15.41**** 
Factor 2A 
(enduring 
importance) 
R2 
F • 
* .03 
1.88 
Factor 2B 
(enduring 
importance) 
sex 
semesters 
Factor 1 
sex 
semesters 
Factor 1 
Factor 2A 
R2 « .10 
F » 4.63** 
Factor 3 sex 
(instrumental semesters 
importance) Factor 1 
Factor 2A 
Factor 2B 
F2 = .16 
F = 6.49**** 
.14 
.32**** 
-.12 
-.09 
.04 
-.22** 
-.15 
-.04 
.02 
.12 
-.17* 
-.22** 
.16* 
.27*** 
.00 
-.01 
-.01 
-.01 
-.07 
-.03 
.00 
.00 
.00 
.02 
.02 
.01 
.05 
.04 
.01 
.01 
.14 
.31**** 
-.12 
-.10 
.04 
-.20 
-.14 
-.04 
.02 
.27** 
.08 
-.22** 
.16* 
.27*** 
Enrollment sex .05 .07 .01 .00 -.01 -.03 
(situational semesters .50**** .03 .00 .00 .00 .46** 
involvement) Factor 1 .23*** .00 .00 .00 .23** 
Factor 2A -.05 .00 .00 -.04 
Factor 2B .00 -.01 .01 
Factor 3 —.02 -.02 
R2 
F = 
« .32 
13.52 
Note: Direct and indirect effects may not sum to the total effect due to 
rounding. 
* 
** 
*#* 
**** 
p ^  .05. Factor 1 « image of heme economics 
p ^  .01. Factor 2A • future family plans 
p ^  .001. Factor 2B = future career/educational plans 
p ^  .0001. Factor 3 « perceived risk 
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I ENURING I I ENDURING | 
1 DŒORSmNCEl M nWDLVB-  ^
I ONGOING I 
I RESPONSES I 
PRODUCT 
PERCEIVED RISK 
I ISITOAnONALl I TASK-
k>|INVCLVEMEKr|->i RELATED 
II II RESPONSES 
Figure 1. Relationships among product importance and other constructs 
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I 
I CONSUMER 
I studait 
I (sex) 
I 
I PRODUCT 
I image of 
-I home economics 
I (Factor 1) 
OmURINQ IMBORHANCE 
future family plans 
(Factor 2A) 
future career plans 
(Factor 2B) 
I 
I INSIKJMENTAL 
I IMPORTANCE 
I perceived risk 
I (Factor 3) 
I 
SITUATIONAL 
INVOLVEMENT 
enrollment 
(enrollment 
characteristic) 
I SIWATION 
I past involvement 
I (semesters) 
I 
Figure 2. Marketing model as a^ l^ied to home economics and measurement 
testing 
Upper case letters represent the original theory of Bloch and Richins. 
Lower case letters stand for the application to home economics. 
Measurement of the variables are indicated in parentheses. 
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Image studies of home economics have made it clear that marketing 
efforts are needed to assure an accurate perception of home economics 
program content. Elirther studies have documented enrollment declines in 
vocational education, including home economics. Few studies, however, 
have investigated the predictability and interrelationâiips of variables 
influencing enrollmait. 
ïhe research was based on two major objectives. %e first objective 
examined image and perceptions of home ecmomics program content. Hie 
second objective tested the applicability of a theoretical model in 
studying the importance of image perceptions on students' decisions to 
enroll in home economics. 
The survey approach was selected in order to reach a large number of 
respondents in diverse geographical areas within the state of Iowa. Rie 
survey population was high school juniors and seniors, their parents, and 
their guidance counselors. Thirty schools were selected in a stratified 
random sairple so that half the students were from smaller school districts 
(under the median of 1100 students enrolled in kindergarten through 12th 
grade) and half were from larger school districts (over 1100 enrolled). 
All groups responded to a questionnaire containing a basic demographic 
section and a semantic differential scale assessing their perceptions of 
home economics in relationship to the six content areas defined by Hughes, 
Rougvie, and Woods (1980). Studoits and parents were also asked to 
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respond to items ascertaining career aspirations for the student. The 
guidance counselors respcxided to a section on the program offerings and 
its relevance for their school setting. Permission to conduct the study 
in each district was granted by the administrator in the sdiool. 
Respondents included 179 students lAo were juniors and seniors in high 
school and were evenly distributed between smaller schools (under 1100 
enrollment) (N = 89) and larger schools (over 1100 enrollment) (N = 90). 
Forty-six of the respondoits were male and 133 were female. Eighth-two 
were in their junior year, 94 were in their senior year, and three did not 
indicate their preseit grade level. Ninety-one of the students were 
currently enrolled in a heme economics program and 88 were not curraitJ.y 
enrolled at the present time. Of those v^ o reported being currently 
enrolled in a home economics program, 28% were enrolled in Child 
Development or Parenting, 19% were enrolled in Family Relations, 24% were 
Textiles, 2% were enrolled in a Consumer Bducatzion course, and 9% were 
enrolled in Housing or Home Furnishings or Equipment class. The response 
rate for those students selected was 89.5%. 
There were 87 parents that responded to the mailed questionnaire. 
Over half the parents responding had a child in a larger school (N = 50) 
and the remaining parents (N = 37) had a child in a smaller school. 
Eighty-three of the parent respondents were fenale, 2 were male, and 2 did 
not indicate their sex. Forty-five parents reported that their child was 
currently taking a home economics class and 42 indicated their child was 
not currently enrolled in a home economics class. The response rate for 
the parents was 43.5%. Because the par aits were predominan1U.y female, the 
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responses to past involvenoit and familiarity with home economics programs 
in their school are most likely biased. 
The guidance counselors were divided evenly by school size with nine 
responding from both the larger and smaller schools selected. %ey were 
asked to respond to characteristics of the home economics program in 
addition to the semantic differential items. The response rate for the 
guidance counselors was 90%. 
One purpose in the first segment of this study was to determine if 
there were significant differences in perceptions of home economics 
content among students', parents', and guidance counselors'. Using 
Këndall's coefficient of concordance, no significant differences between 
these groups was found. There were, however, significant differences 
found in perceptions of heme economics content based on gender of the 
students, size of the school attended (i.e., large or small sdiool), and 
current enrollment status, significant differences were also found to 
exist betweoi male and female studaits in their reasons for not enrolling 
in home economics. 
nie second part of the stu^  tested relationships of the variables 
selected to operationalize the theoretical model by Bloch and Richins 
(1983). Results of the multiple regression analysis indicated that the 
semesters of home economics taken and the gender of the student 
significantly contributed to the total effect of the image of home 
economics. Gender of the student was a negative contributor to the future 
family/career plans of the students. Perceived risk had four variables 
that significantly contributed to the Total Effect. %ose variables were: 
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the semesters of involvement; image of heme economics; future family 
plans; and future career plans. In the final equation of the model the 
multiple regression indicated that semesters of heme economics taken 
(i.e., situational involvemoit) and the image of home economics (the 
product, Factor 1) both made significant contributions vAiether or not a 
student was currently enrolled in a home economics course. Due to the 
dicotomous nature of the enrollment characteristic, discriminant analysis 
was also used for this final equation. Die three variables that were most 
hi^ y correlated with the discriminant function were: sex, semesters, 
and image of home economics (product. Factor 1). The discriminant 
analysis determined that this adapted model could be used to predict, with 
78% accuracy, vA)ich students would enroll in home ecmomics. At this 
level, the model is not considered to be an accurate predictor of 
enrollment. 
Recommendations for Rirther Study 
Die results of this stuchy indicate that the variables influencing 
student enrollment in home economics are highly correlated. Further work 
needs to be done to find a more reliable measurement of students' future 
aspirations. Eadi of these factors, however do contribute to the 
explanation of possible deterrants to home economics enrollment. It is 
the combination of these factors that assist in the explanation of 
enrollment trends and toward vAiich marketing efforts should be targeted. 
EXirther testing of this adapted model is recommended to support these 
findings. 
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%e further testing of this theoretical model should attempt to find a 
more accurate measure for studoits' future career and family plans. OSiis 
is difficult to measure because the students tend not to predict or plan 
realistically for the future. The model does present sex, semester y and 
image as important variables in this model, but more work needs to be done 
on the future and risk variables of the model. 
127 
BIBLIOGRAPHE 
American Marketing Association. (1985 March). AMA Board approves new 
marketing definition. Marketing News. 12, 1. 
American Vocational Association. (1988). Marketing vocational 
éducation; ft hflnrtimnK for vocational educators» Alexandria, VA: 
Author. 
Bailey, F. & Pirebav#, F. M. (1986). strengthening heme econcmica 
programs in higher education. ColumbUS, (M: College Of Home 
Economics. 
Barlow, M. (1986). Vocational education and general education. Thrust. 
15, 15-16. 
Bell, C. G. & Glossœ, L. R. (1983). Effectiveness of Consumer and 
HomemaKing Education in Texas. Final report. Austin, ix: Texas 
Education Agency, Dept. of Occupational Education and Technology. 
Blinn, L. M. & Pike, G. (1986). How undergraduates picture their work 
lives in the year 2000: Inplications for curriculum developmait. 
Journal of Vocational Education Research, U, 49-69. 
Bloch, p. H. & Richins, M. L. (1983). A theoretical model for the study 
of product importance perceptions. Journal of Marketing. (3), 
69-81. 
Bokenkamp, S. K. (1978). Evaluation of vocational home economics 
programs in terms of oomeetencies needed to function effectively as a 
homenaker and/or homemaker and wage earner. Nebraska State 
128 
Department of Education, Division of Vocational Education and 
Nebraska Research Coordinating Unit, Lincoln, NE. 
Brown, M. & Paolucci, B. (1978) . Home Eeoncmicss A DefiniHon. 
Washington, DC: American Home Economics Association. 
Burnett, M. F., Harrison, B. C., and Miller, P. G. (1986). Attitudes of 
local school administrators toward vocational home economics 
programs. Journal of Vocational Hfame Econcmics Education. ^  (1), 
71-80. 
Carnegie Task Force on Teaching as a Profession. (1983). A nation 
prepared; Teachers for the 21at century- New York, NY: Carnegie 
Corporation. 
Cohen, B. P. (1980). Developing socioloçical Icncwledoei Theory and 
method. Englewood Cliffs, NJ: Prentice-Hall, Inc. 
College Entrance Examination Board. (1983). Acadanic preparation for 
college. New York, NJT: Author. 
Conmittee for Economic Devel<^ 3ment. (1985). investing in our children. 
(Report on Business and the Public Schools.) New York, NY: Author. 
Comnission on work, family and citiz&iship. (1989) 
Copa, G. H., & Johnson, H. A. (1988). Vocational Education and Hiçh 
School Graduation Requirements. St. Paul, MN: University of 
Minnesota, Minnesota Research and Development Center. 
Curriculum Cadre for Quality Vocational Home Economics Programs. (1988). 
Nomination form for new fiscal yoar 1989 state-directed program 
Improvement projects. (Available from Iowa Department of Education, 
129 
Bureau of Career Education, Grimes State Office Building. Des 
Moines, lA). 
Darcy, R. L. (1979). vocational education oufccemeBî Perspectives for 
evaluation. Coluntus, OH: The National Center for Research in 
Vocational Education, Ihe Ohio State University. 
Dillman, D. (1978). Mail and telephone surveys—^e total desiçn 
method. New York: Macmillan. 
Dopkin, D. L. (1985, November). Home economics is changing to reflect 
today's students. The school Administrator. 24-25. 
Dyrenfurth, M. (1985). State trends in graduation requirements: A 
national survey, vocational r Sût 43-46. 
Ehis, B. M. & Roering, K. J. (1980). Product classification taxonomies: 
synthesis and consumer implications. In C. W. Lamb, Jr. & P. N. 
IXjnne (Eds.), Theoretical developments in marketing (pp. 186-189). 
Chicago, IL: American Marketing Association. 
Evans, R. N. & Herr, E. L. (1978). Foundations of vocational education. 
Columbus, OH: Charles E. Merrill Publishing Company. 
Findlay, K. (1976). Effectiveness of consumer and homemaking education 
as perceived by hiçh school graduates. Unpublished master's thesis, 
Utah State University. 
Fishbein, M. & Ajzai, I. (1975). Belief, attitude, intention, and 
behavior; An introduction to theory and research. MenlO Park, CA: 
Addisonrffesley Publishing Co. 
Fisher, B. A. (1978). Perspectives on human communication. New York: 
Macmillan. 
130 
Frantz, N., Strickland, D. & Elson, D. (1986). High School OraAiation 
BequiraientB and Birpllment fattems in High School Vocational 
ProçramB in the United States. Blacksburg, VA: Virginia 
Polytechnic Institute and State Uhiversily, Division of Vocational 
and Technical Education. 
Frerichs, D., Crawford, B., & Këmisr M. (1989). Computations for Path 
Analysis. Ames: Iowa State University, Research Institute for 
Studies in Education, College of Education. 
GentZler, Y. S. (1986). a mnrApt-naH on nf rnmpetemre fnr the 
proffiBSional develoBment of heme egonomics. university Park, PA: 
The Poinsylvania State University. 
Gibbs, S. & Wood, M. (1986, May/June). Help for home economics teachers 
in program evaluation. Illinois iteacher. p. 182-183, 191. 
Goggans, E. P. (1980). Equality in vocational (urograms: Counselor/ 
Denver, CO: Colorado State Board for Community 
Colleges and Occupational Education. 
Goldberg, K. (1987, February 4). Declines in vocational education 
enrollments studied. Education Week, p. 16. 
Goodlad, J. I. (1983). A place called school. New York: McGraw-Hill. 
Goodlad, J. I. (1984). A place called school: Prospects for the 
future. New York: McGraw-Hill. 
Griggs, M. B. & McFadden, J. R. (1980). The effectiveness of Consumer 
find Hnmrmnking A review and synthesis of extant data» 
W&shington, DC: National Institute of Education. 
131 
Hargrove, L. (1988). The mission and practice of home econondcs. 
Canadian Homa EconcmtcB Jtaurnal. 2&r (2), 86-87, 95, & 97. 
Kitchens, D, J. & Thomas, A. G. (1979). Eliminating sex bias In 
vocational education; A handbook for administrative personnel. Los 
Angeles, CA: California State Department of Education. 
Holmes Group. (1986). tomorrow's teach*rai A Report of the Holmes 
Group. East Lansing, MI: Author. 
Hughes, R., Rougvie, B., & Woods, B. (1980). national Census study 
of Secondary Vocational Consumer and Homemakina Programs î A final 
report. Ames, lAt lowa State University Research Foundations, Inc. 
lana, M. (1984). A review of selected reports on the status of American 
education with implications for home economics education. Illinois 
TÉasûasL, 21 (5), 170-174. 
Iowa Association of School Boards. (1987). strategies for excellence. 
Des Moines, lA: Iowa Department of Education. 
Iowa Department of Education. (1988). r« Newsletter. Des Moines, lA: 
Author. 
Iowa Department of Public Instruction: Administrative Support Services 
Section Career Education Division. (1983). vocational education 
research report on; Student interest 1982-83 survey» Des Moines, 
lA: state of Iowa. 
Jacoby, J. & Kaplan, L. (1972). The components of perceived risk. In 
M. venkatesan, ed. Proceedings of the Third Annual Conference, (PP. 
382-393). Chicago: Association for Consumer Research. 
132 
JohnsoHf J. M. (1987a). Career selection factors of home economics 
students. Journal o£ Vocational Heme Econanica Education, 5. (2), 
121-129. 
Jdmson, J. M. (1987b). Student recruitment strategies in undergraduate 
home economics programs: An exploratory study. Home Economics 
Research >7otirnal. (3), 169-176. 
Johnson, J. M., Holcombe, M., Kean, R., Woodward, J., TWeeten, B., & 
Hafer, J. (1987). Image perceptions of home economics. Journal of 
Vocational Home Econanics Education, 5. (i), 67-76. 
Kotler, p. (1972). A generic concept of marketing. Journal of 
Marketing, 26. (April), 46-54. 
Kbtler, P. (1984). Marketing managementî Analysis, planning, and 
control. Ehglewood Cliffs, NJ: Prentice-Hall. 
Kotler, P., & Levy, S. J. (1969). Broadening the concept of marketing. 
Journal o£ tterketing, aa, lOi-s. 
Leavitt, T. (1980, January-February). Marketing success through 
differentiation of anything. Harvard Business Review, 83-91. 
Lotto, L. S. & Murphy, J. F. (1987). Access to knowledge and high 
school vocational education. Journal of Vocafcional Education 
Research. 12 (3), 39-55. 
Love, C. J. (Ed.) (1986). Hie secondary home economics enrollment 
picture. Momenfaim. Cincinnati, C»: South-Western Publishing Co. 
Lytton, R. H. & Carsly, M. L. (1987). Marketing professional home 
economics. Journal of Ifame Econanies. 22, (4), 17-21. 
133 
Michigan State Department of Education. (1978). Sex-role stereotyping 
in vocational education; Report on the perceptions of Michigan 
educators. Lansing, MI: Author. 
Miller, S. W. (1981, October). How to market home econanics. Forecast 
for Htime Rcnnonim, 25-27. 
Moore, E. (1988). Public relations: Everybody's job. Vocational 
Brfiir^ Mnn  ^  (8), 36-37. 
Moore, J. (1989, Fall). Home economics task force. lowa Hone Econanica 
Aaaociation News, p. 16-17. 
Murphy, P. E. & Ehis, B. M. (1986). Classi^ ing products strategically. 
Journal of Marketing, 5a (3), 24-42. 
National Academy of Sciences. (1984). schools and the chanyina 
workplace: The employer ' s view. Washington, DC: National Academy 
Press. 
National Commission on Excellence in Education. (1983). A nation at 
risk. Washington, DC: U.S. Government Printing Office. 
National Commission on Secondary Vocational Education. (1984). !Qis 
unfinished agenda: The role of vocatjonal education in the hioh 
school. Columbus, OH: National Center for Research in Vocational 
Education, Ohio State University. 
Nichols, C. W., Kennedy, C. E. & Schunm, W. (1983). What home economics 
programs do mothers want for sons and daughters. .Tournai of Heme 
Econqnics, p. 28-30. 
Pedhazur, E. J. (1982). »*iltiple regression In behavioral research. 
New York: Holt, Rindiart & Winston. 
134 
Robinson, J. P. (1987). a afcu^  of the perceived Image of heme 
fiCOnoDica* unpublished doctoral dissertation, lAiiversity of Alabama, 
Birmingham, AL. 
Santer, D.t Seidl, A. & Karbon, J. (1980). The effects of high school 
counseling esqperiences and attitudes toward women's roles on 
traditional or nontraditional career choice. The Vocational 
QHAinnp ftiarf-Arly. 2fi, 241-249. 
School Code of icwa. (1988). Senate File 2278, Seventy-Second General 
Assembly. 
Schultz, J. B. (1989, Sunmer) AHEA Survey of American Teeis. .Tournai 
of tteme Beoncmicfi. p. 27-38. 
Serow, R. (1986). Credentialism and academic standards: %e evolution 
of high school graduation requirements, issues in Education. 1 (1), 
19-41. 
Sherif, C. W. & Sherif, H. (Eds.). (1967). Attitude, eçro-involveiiient 
and change. New York: John Wiley & sons. Inc. 
Shdth, T. M. & TUrnbull, S. 6. (1988). The New Brunswick Heme Economics 
Stu(^ : Alumnae and University Curriculum Planning. Canadian Home 
Economics Journal, 38 (2), 81-85. 
Spitze, H. T. (1983). Curriculum reform and home economics, or what do 
we do now? Illinois "Teacher. 21 (D, 1-4. 
State of icwa. (1988). Bequest for proposal fiscal year 1989: Staff 
develoBnent project—Marketing home econanics programs. (Available 
from the Icwa Department of Education, Bureau of Career Education, 
Grimes State Office Building, Des Moines, lA.) 
135 
Stenberg, L. (1989). fiecnnttery school officials and Hfame Econcmics 
viewB. beiiefB. and opinionB. Unpublished paper presented at the 
American Vocational Association Annual Meeting, Orlando, EL. 
Stone, J. R. (1988). Hie contributions of vocational education to 
career aspirations, work attitudes, and academic achievemait in high 
school. Journal of Vocai^ ltmal Education Research. 12 (Dr 19-33. 
ïhomas, J. & Arcus, H. (1988). Forces influencing home econcmics 
curriculum changes in British Columbia secondary schools, 1912-1985. 
Canadian Home Ectmcmica Journal, jg (2), 88-95. 
Torrie, H. (1988). Marketing heme econcmics in secondary schools î A 
recruitment approach. Unpublished paper presented at the American 
Heme Econonics Association Annual Meeting, Baltimore, MD. 
Torrie, H. & Wendiand, J. (1988). Recruiting Itontraditional High Sdiopl 
Students Via Qn-Slte College Workshop. Paper presented at Iowa Home 
Economics Association Annual Meeting, Iowa City, lA. 
TTiandis, H. C. (1971). Attitudes and attitude change. New York: John 
Wiley & SanSf Inc. 
Vaines, E. & Arcus, M. E. (1987). Influences on the decision to major 
in home econonics. Qnadian Home Econqnics Journal, 2Ir (4), 
181-185. 
Veres, H. C. & Carmichael, M. M. (1981). Changing adolescents attitudes 
toward nontradltional career choices: An Intervention process. 
Paper presented at the American Educational Research Association 
Annual Meeting, New York, NY. (ERIC Document Reproduction Service 
No. ED 215 141). 
136 
VickerSf C. A. (1986). The costs and benefits: Home ecmcmics, a force 
for families. Journal of Hnmt* Ronnrmira. (4), 45-47. 
Wall, T., Holt, B. A., Harrison, B. C., & K&trlik, J. W. (1987). Who 
influences high school home economics students' career decisions? 
.Tntirrml nf WvwHnnMl Hnm» & (2), 130-139. 
Mbrren, R. D., Klonglan, 6. B. & Faisal, C. S. (1977). CausalJDQdBl 
anaiygifi- (Sociology Report No. 135). Ames: Iowa State University, 
Department of Sociology and Anthropology. 
Hendland, J. (1987). Factors that influence student cAri^r rhnirA. 
Uhpublished research peqper. Ikiversity of Northern Iowa, Cedar 
Falls, lA. 
The William T. Grant Foundation Conmlssion on Work, Family and 
Citizenship. (1988). The forpotten half. Final reportî Youth and 
American's future. Washington, DC: William T. Grant Foundation. 
Yankelovich, D. (1974). Home ECOnOBliCg iTOfle StU^; A niiaH «-aHw 
Investigation. Washington, DC: American Home Economics Association. 
137 
ACKNOWLEDGMENTS 
Without the assistance and support of mary people, this stu<^  would 
not have been possible, niose the author wishes to express appreciation 
to: 
Dr. Jerelyn Schultz, major professor, for the encouragement, 
direction, and opportunities for professional and personal growth; 
Dr. Margaret Torrie, major professor, for the constant guidance and 
support as well as opportunities to work with her in many arenas; 
Dr. Richard f^ rren, for his help with the statistical analysis, as 
well as serving as a connittee member; 
Dr. Sarah KadolgA and Dr. John Littrell, for their support, 
suggestions, and willingness to serve as committee members; 
%e graduate students I have come to know while at ISU, for their 
encouragement; 
Sheryl Kanps, for her wonderful work as t^ ist as well as her 
encouragemait and caring; 
My husband, for his encouragement and support; and my children for 
their willingness to give me up while I immersed myself in my studies. It 
is my hope that th^  will one day find the same motivation which has led 
me this far. It has been their efforts that have allowed me to reach for 
this goal. 
138 
APPENDIX. OORRESPCXmBNCE AND INSIHIMENOS 
INPORIIATiON ON THE USE OF HUMAN SUBJECTS IN RESEARCH 
IOWA STATE UNIVERSITY 
(Please follow the aceompanylng Instructions for completing this form.) 
(k) Title of project (pléase type): Imnorttffi Perceotiona. a Th.nr.final 
, Approach to Marketing Home Economics Programs . 
© 2.) I agree to provide the proper surveillance of this project to Insure that the rights and welfare of the human subjects are properly protected. Additions to or changes 
In procedures affecting the subjects after the project has been approved will be 
Submitted to the committee for review. 
Janet Wendland 3-6-89 
Typed Named of Principal Investigator Date ^^hature of^ Principal Investigator 
219 MacKay Hall 294-6444 Y
Campus Address Campus Telephone 
CSIgnetures  of  o thers  < I f  an )^  Date  Relationship to Principal Investigator 
1.7 Mnjnr Prnfpsmnr 
ATTACH an additional page(s) (A) describing your proposed research and (B) the 
subjects to be used, (C) Indicating any risks or discomforts to the subjects, and 
(D) covering any topics cheeked below. CHECK all boxes applicable. 
[n Medical clearance necessery before subjects can participate 
fn Samples (blood, tissue, etc.) from subjects / 
(n Administration of substances (foods, drugs, etc.) to subjects ( 
• Physical exercise or conditioning for subjects ISII 
[j Deception of subjects • 
n Subjects under 14 years of age and(or) Subjects 14-17 years of age 
n Subjects In Institutions 
n Research must be approved by another Institution or agency 
©ATTACH an example of the material to be used to obtain Informed consent and CHECK which type will be used. 
n Signed Informed consent will be obtelned. 
Q Modified informed consent will be obtained. 
Month Day Year 
Anticipated date on which subjects will be first contacted: March 27 89 
Anticipated date for last contact with subjects: ^7 89 
WJ If Applicable: Anticipated date on which audio or visual tapés will be eresed and(or) 
identifiers will be removed from completed survey Instruments: 
Month 5i7 Year 
Signature of Head.or Chairperson Date Department or Administrative Unit 
'  _  . « • / - - «  - F a m i l y  &  C o n s u m e r  S c i e n c e s  E d u c a t i o n  
ÔëcTîrôri ÔF thê"Ûnr%rsrty"cômmrttêê"ôn"thê"Osê"ôf"HÛi%n"SÛbjêcts"Tn"KêsêârchT" 
O Project Approved Q Project not approved [] No action required 
Iqorge G, Karas 
Name of Cofflmltf*<c Chairperson Dete SIgneture of Committee Chelrperson 
This card is being sent as a reminder 
to return the "Perceptions of Home 
Economics Programs" survey you 
recently received. Your input is 
needed to make the results of this 
survey useful. If you have already returned 
the survey, your assistance is greatly appreciated. 
If you haven't returned the survey, please take a 
few minutes to fill it out and return it at your 
earliest convienence. Thank you for participating 
in this study. 
Sincerely, 
Janet Wendland 
Graduate Research Assistant 
Family & Consumer Sciences Education Department 
Iowa State University (515) 294-6444 
This card is being sent as a reminder 
to return the "Perceptions of Home 
Economics Programs" survey you recently 
received. Your input is needed to 
make the results of this survey useful. 
If you have already returned the survey, your assistance 
is greatly appreciated. If you haven't returned the 
survey, please take a few minutes to fill it out and 
return it at your earliest convienence. Thank you 
for participating in this study. 
Sincerely, 
Janet Wendland 
Graduate Research Assistant 
Family & Consumer Sciences Education Department 
Iowa State University (515) 294-6444 
This card is being sent as a reminder 
1-^ return the "Perceptions of Home 
Economics Programs" survey you recently 
received. Your input is needed to 
make the results of this survey useful. 
If you have already returned the survey, your assistance 
is greatly appreciated. If you haven't returned the 
survey, please take a few minutes to fill it out and 
return it at your earliest convienence. Thank you 
for participating in this study. 
K^MlOfUa 
1*0% anu 
Sincerely, 
Janet Wendland 
Graduate Research Assistant 
Family & Consumer Sciences Education Department 
Iowa State University (515) 294-6444 
This card is being sent as a reminder 
to return the "Perceptions of Home 
Economics Programs" survey you recently 
received. Your input is needed to 
make the results of this survey useful. 
If you have already returned the survey, your assistance 
is greatly appreciated. If you haven't returned the 
survey, please take a few minutes to fill it out and 
return it at your earliest convienence. Thank you 
for participating in this study. 
Sincerely, 
Janet Wendland 
Graduate Research Assistant 
Family & Consumer Sciences Education Department 
Iowa State University (515) 294-6444 
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of Science and Technology |ll||l Ames, Iowa 500II-U20 
Department of Family 
& Consumer Sciences Education 
219 MacKay Hall 
Iblephone; (515) 294-6444 
April 1989 
Dear Home Economics Teacher, 
Thank you for returning the permission form. We have Included in this mailing 
surveys for 1 home economics teacher, 1 guidance counselor, 10 students, and 
10 parents. Directions for selecting the participants follow. 
We ask that 5 students.be selected randomly from a junior or senior level home 
economics course. To randomize you may want to select every third student 
from the class list from the course you select. The remaining 5 students 
should be randomly selected from students in the junior or senior class who 
are not currently enrolled in home economics courses. It is important that 
these students not be in home economics courses because the differences In 
perceptions may assist us in determining stereotypes that may be hindering 
program enrollment. In randomly selecting the students that are not in a home 
economics class you may want to take the combined total of both grades and 
divide by 5 and select those students. If these students are in a home 
economics course select the next student lower on the list until you find one 
who is not in a home economics class. 
We are asking the students to return these surveys to you so you can return 
them in the enclosed manila envelope. 
The surveys for the parents are enclosed in envelopes that only need to be 
addressed to the parents of the 10 students participating. So we may follow 
up on those surveys that are not returned within a reasonable time we would 
like you to fill out the Parent Mail List form and return it to us. 
Thank you for your assistance. Your support of this survey is greatly 
appreciated. 
Sincerely 
( 
Janet Wendland 
Graduate Assistant 
Family & Consumer 
Sciences Education Dept. 
Jerelyn B. Schultz, Ph.D. 
Professor and Chair 
Family & Consumer 
Sciences Education Dept. 
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HOME ECONOMICS TEACHER SURVEY 
Check the grades the students you are currently teaching are enrelled 
in: 
7-12 
9-12 
10-12 
What percent of your total contact time is spent in each of the 
following areas: 
% 
Child development/parenting 
Consumer education 
Clothing and textiles 
Food and nutrition 
Family relations 
Housing/home furnishings/equipment 
What percent of the Junior high program is devoted to each of these 
areas 
% 
Child development/parenting 
Consumer education 
Clothing and textiles 
Food and nutrition 
Family relations 
Housing/home furnishings/equipment 
What percent of the home economics programs offered in 1988-89 are 
offered on a 
semester basis 
year-long basis 
other (explain: ) 
List your department's total number of home economics teachers for 
1988-89, full and part-time. Figure part-time teacher allocations in 
relation to the proportion of a full-time teacher (e.g., two teachers 
who teach 1/4 time - 1/2 time teacher). 
full-time 
half-time 
Has the number of full or part-time teachers 
increased over the past three years? 
decreased over the past three years? 
stayed the same over the past three years? 
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7. Since 1985, the following have occurred 
remained 
increased decreased constant 
Number of home economics courses has: 
Total high school enrollment has: 
Home economics class sizes have; 
Total number of home economics class 
sections have : 
8. Has any transferring of subject matter to home economics or away from 
home economics occurred? 
Yes, concepts formerly taught by other departments have been 
transferred to the home economics department. 
Yes, concepts formerly taught in home economics have been 
transferred to other departments. 
No change has occurred. 
THANK YOU FOR ANSWERING THIS SURVEY. 
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Please make a list of the parents the survey has been sent to and return this 
list to the address below. This will enable us to follow up to Increase our 
return rate. 
MM ADDRESS 
1 .  
2 .  
3. 
4. 
5. • 
6 .  
7. 
8 .  
9. 
10. 
Please return to: 
Janet Wendland 
219 MacKay Hall 
Family and Consumer Sciences Education Dept. 
Iowa State University 
Ames, lA 50011-1120 
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iVCrSlflj of Science and Technolo Ames, Iowa 50011-1120 
Department of Amily 
& Consumer Sciences Education 
219 MacKay Hall 
Iblephone: (515) 294-6444 
April 1989 
Dear Guidance Counselor, 
Your school has been selected to respond to a survey on home economics programs. 
The purpose of this survey Is to Identify current perceptions and values 
associated with home economics programs. Because you influence students' 
choices in coursework, your responses will assist us in determining directions 
for future development in home economics programs. The survey will take 
approximately 10 minutes. 
After completion, please return the survey to Iowa State University using the 
enclosed postage paid envelope. Your responses will be confidential and you or 
your school will not be identified in any way. 
Thank you for your cooperation. If you have questions concerning the survey, 
feel free to contact us at the number above. 
Sincerely, 
Janet Wendland 
Graduate Assistant 
Family & Consumer Sciences 
Education Department 
Jerelyn B. Schultz, Ph.D. 
Professor and Chair 
Family and Consumer Sciences 
Education Department 
GUIDANCE G0M§EL0R SURVEY 
The purpose of this section of the survey Is to provide a way for you to 
rate home economics content on each of 17 traits listed below. An example 
using the content food and nutrition is given below. An X on the line to 
the far left next to "helpful" would mean that food and nutrition is 
very helpful. An X on the line to the far right would mean that food and 
nutrition is "not helpful". Put one X on each line, to show how much 
each of these 17 traits the content area within home economics possesses. 
Foods and nutrition is: 
helpful X not helpful 
Child Development/Parenting 
Topics taught: overall growth and development of children; health and 
nutrition of children; child-rearing practices; family planning decisions; 
emotional considerations of parenting; and roles and responsibilities of 
parents. 
worthless valuable 
despised respected 
unpleasant pleasant 
Important unimportant 
efficient inefficient 
idealistic ^ realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacaderaic 
motivated apathetic 
boring _ interesting 
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Food and Nutrition 
Topics taught: food guides, nutrients and their sources; functions of 
nutrients in the body; safety and sanitation in the kitchen; food 
preparation; planning and organizing for buying goods; planning for 
individual and family nutrition; and labeling and food standards. 
worthless valuable 
despised respected 
unpleasant pleasant 
Important unimportant 
efficient _____ inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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Family Relations 
Topics taught: values and goals; mate selection; life styles; 
expectations and realities of relationships; readiness for serious 
commitments; and multiple roles of family members. 
worthless valuable 
despised respected 
unpleasant pleasant 
Important unimportant 
efficient inefficient 
idealistic ^ realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacaderaic 
motivated apathetic 
boring interesting 
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Clothing and Textiles 
Topics taught: planning and selection of clothing; care of apparel; fiber 
characteristics and fabric construction; pattern alteration and fitting; 
and construction skills and pride in workmanship. 
worthless valuable 
despised respected 
unpleasant pleasant 
Important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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Consumer Education 
Topics taught: consumer rights and responsibilities; consumer buying; 
advertising; values, goals and product standards; decision making; 
resources; and management process. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic 
realistic 
skill- ' knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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Housing/Home Furnishing/Equipment 
Topics taught: function of housing; choosing locating and evaluating 
housing; types of housing; aesthetic aspect of home furnishings; factors 
influencing furniture arrangement; and factors influencing equipment 
decisions. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient Inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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Since 1985, the following have occurred 
remained 
increased decreased constant 
Number of home economics courses has: 
Total high school enrollment has: 
Home economics class sizes have: 
Total number of home economics class 
sections have: 
Has any transferring of subject matter to home economics or away from home 
economics occurred? 
Yes, concepts formerly taught by other departments have been 
transferred to the home economics department. 
Yes, concepts formerly taught in home economics have been 
transferred to other departments. 
No change has occurred. 
What students do you recommend enroll in home economics coursework? 
(Mark as many as apply.) 
Special needs students who are mainstreamed. 
Talented and gifted students. 
High risk students who are in danger of dropping out of school. 
College-bound students. 
Noncollege-bound students 
Students wishing to prepare for a vocational career related to home 
economics. 
Who or what influences your decision as to whether the student enrolls in 
a home economics program? (Mark the MOST Influential person or source.) 
parent 
administrator 
student 
faculty other than home economics teacher 
home economics teacher 
grade average 
achievement test scores 
What in your opinion would increase the effectiveness for home economics 
programs for ALL students? Please be specific. 
THANK YOU FOR ANSWERING THIS SURVEY. 
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PARENT HOME ECONOMICS PERCEPTION SURVEY 
PART I. 
Directions: This survey is designed to measure your attitudes towards the 
relevance of home economics education for students today. Please answer the 
following demographic characteristics about yourself by marking the appropriate 
blank. 
1. Sex 
Male 
Female 
2. Please mark how much home economics coursework you have had. 
None 
Less than 1 semester 
1 semester 
2 semesters 
3 or more semesters 
3. How familiar do you believe yourself to be with the home economics program 
in your school? 
Very familiar 
Somewhat familiar 
Undecided 
Not very familiar 
Very unfamiliar 
4. Is your son/daughter currently enrolled in a home economics class? 
Yes (if.yes, please go to question 5.) 
No (if no, please go to question 6.) 
5. What subject matter area most closely fits the current home economics 
class your son/daughter is taking? 
Child development/parenting 
Family relations 
Food and nutrition 
Clothing and textiles 
Consumer education 
Housing/home furnishings/equipment 
6. Determine from the scale below the ^^fponse which best describes your 
son's/daughter's reason for not taking a home economics course. Circle 
the number to the left of each statement that best Indicates how much 
these items contribute to his/her NOT enrolling in home economics. 
Extremely Extremely 
Unlikely Unlikely Undecided Likely Likely 
Ï 2 3 4 5 
12 3 4 5 Schedule conflict 
12 3 4 5 College entrance requirements increased 
12 3 4 5 No interest 
12 3 4 5 No time due to employment outside the school 
12 3 4 5 Lack of time due to involvement in extra-curricular 
activities 
12 3 4 5 Influence of friends not to enroll in home economics 
12 3 4 5 Influence of parents not to enroll in home economics 
12 3 4 5 Wouldn't meet college entrance requirements 
12 3 4 5 Stereotypes associated with home economics 
12 3 4 5 Guidance counselor suggests against it 
12 3 4 5 Increased requirements for high school graduation 
7. Which of the following statements do you think represents your 
daughter's/son's friends views towards home economics? 
Very important class 
Important class 
Undecided about the importance of the class 
Unimportant 
Very unimportant 
8. Would you recommend that your daughter/son take a home economics class? 
Yes 
No 
Which of the following statements do you think represents your 
daughter's/son* s views towards home economics? 
Very Important class 
Important class 
Undecided about the Importance of the class 
Unimportant 
Very unimportant 
10. The purpose of this section of the survey is to provide a way for you to 
rate home economics content on each of 17 traits listed below. An example 
using the content food and nutrition is given below. An X on the line to 
the far left next to "helpful" would mean that food and nutrition is 
very helpful. An X on the line to the far right would mean that food and 
nutrition is "not helpful". Put one X on each line, to show how much each 
of these 17 traits the content areas within home economics possesses. 
Food and nutrition is: 
helpful X not helpful 
Child Development/Parenting 
Topics taught: overall growth and development of children; health and 
nutrition of children; child-rearing practices; family planning decisions; 
emotional considerations of parenting; and roles and responsibilities of 
parents. 
worthless valuable 
respected despised 
unpleasant pleasant 
Important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring Interesting 
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Clothing and Textiles 
Topics taught: planning and selection of clothing: care of apparel; fiber 
characteristics and fabric construction; pattern alteration and fitting; 
and construction skills and pride in workmanship. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful usGlGss 
academic nonacademic 
motivated apathetic 
boring interesting 
158 
Consumer Education 
Topics taught: consumer rights and responsibilities; consumer buying; 
advertising; values, goals and product standards; decision making; 
resources; and management process. 
worthless 
despised 
unpleasant 
important 
efficient 
idealistic 
skill-
oriented 
career-
centered 
stable 
feminine 
traditional 
scientific 
easy 
useful 
academic 
motivated 
boring 
valuable 
respected 
pleasant 
unimportant 
inefficient 
realistic 
knowledge-
oriented 
family-
centered 
changeable 
masculine 
futuristic 
unscientific 
difficult 
useless 
nonacademic 
apathetic 
interesting 
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Family Relations 
Topics taught: values and goals; mate selection; life styles; 
expectations and realities of relationships; readiness for serious 
commitments; and multiple roles of family members. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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Food and Nutrition 
Topics taught: food guides; nutrients and their sources; functions of 
nutrients in the body; safety and sanitation in the kitchen; food 
preparation; planning and organizing for buying goods; planning for 
individual and family nutrition; and labeling and food standards. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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Housing/Home Furnishing/Equipment. 
Topics taught: function of housing; choosing locating and evaluating 
housing; types of housing; aesthetic aspect of home furnishings; factors 
Influencing furniture arrangement; and factors influencing equipment 
decisions. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademlc 
motivated apathetic 
boring interesting 
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PART II. 
What do the following people think your son/daughter ought to do after high 
school? Circle the letter of the answer which best describes what each thinks. 
6 B Ç B g 
Go to Enter a Enter Get a Don't 
college trade military full time know 
school service job 
A B C D E 22. Self 
A B C D E 23. Spouse 
A B C D E 24. Guidance counselor 
A B C D E 25. Teacher 
A B C D E 26. Friends 
A B C D E 27. Son/Daughter 
28. Which of the categories below describes the job you currently 
hold? 
A. Professional such as accountant, artist, registered nurse, 
engineer, librarian, writer, social worker, actor/actress, 
athlete, politician, but not including school teacher. 
B. Professional such as clergyman, dentist, physician, lawyer, 
scientist, college teacher, or school teacher. 
C. Farmer, farm manager. 
D. Manager, administrator, such as sales manager, office manager, 
school administrator, restaurant manager, business manager, 
government official. 
E. Others: such as technical craftsperson, clerical, military 
service, protective, proprietor or business owner, homemaker 
or housewife only. 
THANK YOU FOR ANSWERING THIS SURVEY! 
No postage 
necessary 
if mailed 
in the United Slates 
BUSINESS REPLY IvWL 
FIRST CLASS PERMIT NO 675 AMES. IOWA 
Postage will be paid by addressee 
Iowa State University 
ISU Mail Center 
Ames, Iowa 50010-9990 
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STUDENT HOME ECONOMICS PERCEPTION SURVEY 
PART I. 
Directions: This survey is designed to measure your attitudes towards the 
relevance of home economics education for students today. Please answer the 
following demographic characteristics about yourself by marking the appropriate 
blank. 
1. a. Sex b. Category 
Male Eleventh grade student 
Female Twelfth grade student 
2. Please mark how much home economics coursework you have had. 
None 
Less than 1 semester 
1 semester 
2 semesters 
3 or more semesters 
3. How familiar do you believe yourself to be with the home economics program 
in your school? 
Very familiar 
Somewhat familiar 
Undecided 
Not very familiar 
Very unfamiliar 
4. Are you currently enrolled in a home economics class? 
Yes (if yes, please go to question 5.) 
No (if no, please go to question 6.) 
5. What subject matter area most closely fits the current home economics 
class you are taking? 
Child development/parenting 
Family relations 
Food and nutrition 
Clothing and textiles 
Consumer education 
Housing/home furnishings/equipment 
6. Determine from the scale below the response which best describes your 
reason for not taking a home economics course. Circle the number to the 
left of each statement that best indicates how much these items contribute 
to your NOT enrolling in home economics. 
Extremely Extremely 
Unlikely Unlikely Undecided Likely Likely 
Î 2 3 4 5 
12 3 4 5 Schedule conflict 
12 3 4 5 College entrance requirements Increased 
12 3 4 5 No interest 
12 3 4 5 No time due to employment outside the school 
12 3 4 5 Lack of time due to involvement in extra-curricular 
activities 
12 3 4 5 Influence of friends not to enroll in home economics 
12 3 4 5 Influence of parents not to enroll in home economics 
12 3 4 5 Wouldn't meet college entrance requirements 
12 3 4 5 Stereotypes associated with home economics 
12 3 4 5 Guidance counselor suggests against it 
12 3 4 5 Increased requirements for high school graduation 
7. Which of the following statements do you think represents your friends 
views towards home economics? 
Very Important class 
Important class 
Undecided about the importance of the class 
Unimportant 
Very unimportant 
8. Would you recommend your friends take a home economics class? 
Yes 
No 
9. Which of the following statements do you think represents your parents 
views towards home economics? 
Very important class 
Important class 
Undecided about the Importance of the class 
Unimportant 
Very unimportant 
The purpose of this section of the survey is to provide a way for you to 
rate home economics content on each of 17 traits listed below. An example 
using the content food and nutrition is given below. An X on the line to 
the far left next to "helpful" would mean that food and nutrition is very 
helpful. An X on the line to the far right would mean that food and 
nutrition is "not helpful". Put one X on each line, to show how much each 
of these 17 traits the content areas within home economics possesses. 
Food and nutrition is; 
helpful X not helpful 
Child Development/Parenting 
Topics taught: overall growth and development of children; health and 
nutrition of children; child-rearing practices; family planning decisions; 
emotional considerations of parenting; and roles and responsibilities of 
parents. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful . useless 
academic nonacademic 
motivated 
boring 
apathetic 
interesting 
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Clothing and Textiles 
Topics taught: planning and selection of clothing; care of apparel; fiber 
characteristics and fabric construction: pattern alteration and fitting; 
and construction skills and pride in workmanship. 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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Consumer Education 
Topics taught: consumer rights and responsibilities; consumer buying; 
advertising; values, goals and product standards; decision making; 
resources; and management process. 
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Family Relations 
Topics taught : values and goals; mate selection; life styles; 
expectations and realities of relationships; readiness for serious 
commitments; and multiple roles of family members, 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
Idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring . interesting 
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Food and Nutrition 
Topics taught: food guides; nutrients and their sources; functions of 
nutrients In the body; safety and sanitation in the kitchen; food 
preparation; planning and organizing for buying goods; planning for 
individual and family nutrition; and labeling and food standards, 
worthless valuable 
despised respected 
unpleasant pleasant 
important unimportant 
efficient inefficient 
idealistic realistic 
skill- knowledge-
oriented oriented 
career- family-
centered centered 
stable changeable 
feminine masculine 
traditional futuristic 
scientific unscientific 
easy difficult 
useful useless 
academic nonacademic 
motivated apathetic 
boring interesting 
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HousIng/Home Furnishing/Equipment 
Topics taught: function of housing; choosing locating and evaluating 
housing; types of housing; aesthetic aspect of home furnishings; factors 
influencing furniture arrangement; and factors influencing equipment decisions. 
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PART II. 
This section of the survey includes a series of questions about your life in the 
future. Select the response for each question that best describes yourself in 
the future. Circle the number to the left of each statement that best indicates 
how you see yourself. 
Extremely Extremely 
Unlikely Unlikely Undecided Likely Likely 
1 2 3 4 5 
1 2 3 4 5 1. Be married only once. 
1 2 3 4 5 2. Be married more than once. 
1 2 3 4 5 3. Remain unattached and unmarried. 
1 2 3 4 5 4. Be a parent. 
1 2 3 4 5 5. Be a stepparent. 
1 2 3 4 5 6. Be a grandparent. 
1 2 3 4 5 7. Be a single parent. 
1 2 3 4 5 8. Be an adoptive or foster parent. 
1 2 3 4 5 9. Plan your own work hours and schedule. 
1 2 3 4 5 10. Work full time. 
1 2 3 4 5 11. Work part time. 
1 2 3 4 5 12. Be self-employed. 
1 2 3 4 5 13. Have education beyond a bachelor's degree. 
1 2 3 4 5 14. Work in an office. 
1 2 3 4 5 15. Have changed jobs at least once. 
1 2 3 4 5 16. Earn more money than your parent(s) did at 
the same age. 
1 2 3 4 5 17. Work in industry. 
1 2 3 4 5 18. Travel in your work. 
1 2 3 4 5 19. Are married to a working spouse. 
1 2 3 4 5 20. Work full time while you have infants or 
small children. 
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21. Which of the categories below describes the job you will 
be preparing for upon graduation? 
A. Professional such as accountant, artist, registered nurse, 
engineer, librarian, writer, social worker, actor/actress, 
athlete, politician, but not including school teacher. 
B. Professional such as clergyman, dentist, physician, lawyer, 
scientist, college teacher, or school teacher. 
C. Farmer, farm manager. 
D. Manager, administrator, such as sales manager, office manager, 
school administrator, restaurant manager, business manager, 
government official. 
E. Others: such as technical craftsperson, clerical, military 
service, protective, proprietor or business owner, homemaker 
or housewife only. 
PART III. 
What do the following people think you ought to do after high school? Circle 
the letter of the answer which best describes what each thinks. 
Â B Ç £ E 
Go to Enter a Enter Get a Don't 
college trade military full time know 
school service job 
A B O D E  2 2 .  F a t h e r  
A B O D E  2 3 .  M o t h e r  
A B O D E  2 4 .  G u i d a n c e  c o u n s e l o r  
A B O D E  2 5 .  T e a c h e r  
A B O D E  2 6 .  F r i e n d s  
A B O D E  2 7 .  M y s e l f  
28. Which of the categories below describes the job your mother 
currently holds? 
A. Professional such as accountant, artist, registered nurse, 
engineer, librarian, writer, social worker, actor/actress, 
athlete, politician, but not including school teacher. 
B. Professional such as clergyman, dentist, physician, lawyer, 
scientist, college teacher, or school teacher. 
C. Farmer, farm manager. 
D. Manager, administrator, such as sales manager, office manager, 
school administrator, restaurant manager, business manager, 
government official. 
E. Others: such as technical craftsperson, clerical, military 
service, protective, proprietor or business owner, homemaker 
or housewife only. 
F. Don't know/does not apply. 
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29. Which of the categories below describes the job your father 
currently holds? 
A. Professional such as accountant, artist, registered nurse, 
engineer, librarian, writer, social worker, actor/actress, 
athlete, politician, but not Including school teacher. 
B. Professional such as clergyman, dentist, physician, lawyer, 
scientist, college teacher, or school teacher. 
C. Farmer, farm manager. 
D. Manager, administrator, such as sales manager, office manager, 
school administrator, restaurant manager, business manager, 
government official. 
E. Others: such as technical craftsperson, clerical, military 
service, protective, proprietor or business owner, homemaker 
or housewife only. 
F. Don't know/does not apply. 
THANK YOU FOR ANSWERING THIS SURVEY. 
P 194-2275 
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Iowa State University 
ISU Mail Center 
Ames, Iowa 50010-9990 
No postage 
necessary 
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in the United States 
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loWd StfltC UmV r^Slflj of science and Technology Ijj Ames. Iowa 500II-II20 
Oepartmcnl ul' Rimily 
<& Consumer Sciences Education 
219 MucKay Hall 
Telephone: (515) 294-6444 
May 1989 
Dear Parent, 
Lisa Stange, home economics teacher at Central Dallas High School, has 
randomly selected your name to help with a research study being conducted by 
Iowa State University to determine current perceptions of home economics 
programs. If you choose not to participate please return this survey to the 
home economics teacher. The purpose of this survey Is to Identify 
contributions of past home economics Involvement, peers, parents, and future 
lifestyle in the formation of these perceptions. Your responses will assist 
us in increasing the effectiveness of home economics programs. The survey 
will take approximately 15 minutes to complete. Your response will be 
confidential and you will not be identified In any way. 
Please return your survey by May 16 to Iowa State University by simply taping 
it closed and dropping it in a mailbox. Postage for the survey is prepaid. 
Thank you for your cooperation. If you have questions concerning the survey, 
please feel free to contact us at the address above. 
Sincerely, 
Jerelyn B. Schultz ''Janet Wendland 
Graduate Assistant 
Family & Consumer Sciences Education 
Professor and Chair 
Family & Consumer Sciences Education 
bn 
Iowa State University of Science and Tevhnolofjy ||| 
» 
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Amex, Iowa 5()()II-II20 
Dcpurtincni of Family 
& Consumer Sciences Education 
219 MacKuy Hall 
Telephone; (515) 294-6444 
May 1989 
Dear Student: 
You have been randomly selected by Lisa Stange, your home economics teacher at 
Central Dallas High School, to help with a research study being conducted by 
Iowa State University that is being done to determine current perceptions of 
home economics programs. If you choose not to participate please return this 
survey to the home economics teacher. The purpose of this survey is to 
identify contributions of past home economics involvement, peers, parents, and 
future lifestyle in the formation of these perceptions. Your responses will 
assist us in increasing the effectiveness of home economics programs. The 
survey will take approximately 15 minutes to complete. Your response will be 
confidential and you will not be Identified in any way. 
Please return your survey by May 16 to your home economics teacher. She will 
return it to Iowa State University in the envelope that has been provided. 
Thank you for your cooperation. If you have questions concerning the survey, 
please feel free to contact us at the address above. 
Sincerely, 
I/' 
Janet Wendland 
Graduate Assistant 
Family & Consumer Sciences Education 
Jerelyn B. Schultz 
Professor and Chair 
Family & Consumer Sciences Education 
bn 
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tVCrSlttI of Science and Technology Ames, Iowa 500II'U20 
Depanment of Runily 
& Consumer Sciences Education 
219 MacKay Hall 
Iblephone: (SIS) 294-6444 
Dear Home Economics Teacher: 
You have been selected to take part in a survey called "Importance 
Perceptions of Home Economics Programs." The purpose of the survey is 
to identify current perceptions and values associated with home 
economics programs. The sample studied will Include students and others 
that Influence the students' course selection, specifically parents and 
guidance counselors. A separate short survey will ask you to identify 
characteristics of your program. 
Enclosed you will find a draft of the survey that will be sent to 
parents and students. Those surveyed from each school will include 10 
students, 10 parents (of the students selected), 1 guidance counselor, 
and 1 home economics teacher. Students selected will be asked to 
complété the survey as an outside class activity. Return envelopes will 
provide confidentiality. 
The permission of the administrator of each school is required by 
law to conduct research within a school setting. Please take the 
enclosed form to your administrator and have him/her indicate whether 
permission is granted or not granted by marking and signing the form and 
returning it to us as soon as possible. We have found that if you will 
take it to her/him and show your support in conducting this survey the 
return time is greatly reduced. Upon receipt of the permission form, 
packets containing the surveys will be mailed to you. 
We believe the results of this survey will guide program 
development in the future and will assist us in determining the values 
associated with content currently taught in home economics programs. 
Thank you for your assistance and cooperation. We look forward to 
working with you. If you have questions concerning the survey, feel 
free to contact us. 
Sincerely, 
(Janet Wendland Jerelyn B. Schultz, Ph.D. 
Professor and Chair 
Department of Family and 
Consumer Sciences Education 
Graduate Assistant 
Department of Family and 
Consumer Sciences Education 
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PERMISSION FOR PARTICIPATION IN THE IMPORTANCE PERCEPTIONS 
OF HOME ECONOMICS PROGRAMS SURVEY 
Administrator Name 
School District 
Date " Granted Not Granted 
(Be sure to mark 1£ permission was granted or not granted.) 
Thank you. 
Return in enclosed envelope to: 
Janet Wendland 
Graduate Assistant 
Dept. of Family & Consumer 
Sciences Education 
219 MacKay Hall 
Iowa State University 
Ames, lA 50011-1120 
